



Three Dollars a Year 






































2. 


a. 


Your 
Tool Department 


Most IMPORTANT in selling tools is an 
effective store display. 


This must show your entire variety—and 
be accessible to your clerks. 


To BE SUCCESSFUL, a dealer should have 
a well-selected variety of tools—the 
quality of which is well-known and 
advertised. 


FROM TIME To TIME window displays 
must be made. Nothing attracts new 
customers like a well trimmed tool 
window. 


KRAEUTER PL ieErS help you meet these re- 


quirements. 











NEEDLE NOSE 
SIDE CUTTING 
PLIERS 


No. 1661 | 
6 in. 


" EXTENSION 
GRIP 
PLIERS 
No. 305 


7 in. 





Our Interesting 
Pher Display 
will make ay 
man stop and 
look. 
Write for Details 






EXTENSION 
GRIP, SIDE 
CUTTING 
PLIERS 


No. 1973 






























Advertising Index, Page 123 


Two Sections—Section One 





Editorial Index, Page 37 





HARDWARE AGE 


TO*THE:MAN:OF:ACTION 


Telephone your silverware dealer for an evenings 
FREE inspection of the set of silverware he recommends 


DEAR SIR: 

May we make this suggestion: 

Please don't theorize about your wife's 
silverware needs. Her silverplate must 
live with her for a lifetime. The question 
is too big to be left to conjecture. 

She wants correctness and smartness in 
the pattern, lasting beauty in the finish, 
and right balance and adequacy in the se- 
lection of pieces. 

The beauty and design she can appraise 
with her eve. But will she know what is 
beneath it? 

Your silverware merchant knows. Make 
him your friendly counselor. He has lived 
with silverware for years. 

He knows the one make that has been 
the world’s standard in quality and char- 
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acter for over seven decades, with an over- 
whelming leadership wrested through no 
accident of trade. 

Tell him to send over to you for an 
evening's inspection, the set he personally 
sponsors as the best for your home—1in 
value, style, beauty and durability. 

This is the businessman's way of settling 
the silverware question, quickly and deci- 
sively. We'll abide by your dealer's se- 
lection. 


MAY WE SEND YOU THAT FAMOUS BOOK 
“Etiquette, Entertaining and Good Sense’’? 


A charming little brochure on how to entertain correctly and 
smartly for luncheons, dinners and afternoon teas. What to 
serve and how to serve it—for occasions both formal and in- 
formal. A copy is yours for the asking. Ask for booklet T-90. 
International Silver Company, Dept. E., Meriden, Conn. 
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1847 ROGERS BROS 


PT EVERNP LAT € 


NTERNATIONAI 


SALESROOMS 
New Yorn, Cricaco, SAn Francisco 





{ Tus advertisement appears in Color in the June 26th issue of The Saturday Evening Post. } 
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TOOLS 


Are Made for the 
Man Who Cares 


And whether for professional use or 
simply for the home kit, the man who 
cares wants quality tools. He not only 
wants them to give the service of good 
tools, but he wants them to have the 
appearance of good tools. 


Qpncsenses: 



























An impressive appearance can be 
had, temporarily, without quality, but 
satisfactory service requires a combina- 
tion of the best in design, materials 
and workmanship. And every time 

; a tool that does not measure up in 
any one of these essentials passes over 
the counter, the asset of good will is 


{ reduced. 


Service to the user is. the key- 
note of every operation in the 
manufacture of Greenlee Auger 
‘Bits, Chisels, Gouges and Draw 
Knives. It starts with the selec- 
tion of materials but does not 
end with the packing for ship- 
ment, since the Greenlee brand 
carries a guarantee against all 
imperfections. 


Write for Catalog No. 27 


Greenlee Bros. & Co. 
Rockford, Illinois 
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SIMONDS 








Hard Edge Hack Saw Blades 





Ability to stand up longer and give more cutting service are the essential 
reasons why Simonds Hack Saw Blades are the first choice of users. The 
demand has steadily increased because of their proved quality. Hard- 
ware dealers who want to share in Hack Saw ‘Profit should carry a stock 
of Simonds Blades. They are an asset to any hardware store. Customer 
satisfaction means more Hack Saw business and more profit. A trial 


order will convince you as to the quality and demand. for Simonds 


Hack Saw Blades. 


SIMONDS Saw ano Steet Co. 


Established 1832 


Fitchburg, Mass. 
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ARMSTRONG 
Drop-Forged Wrenches 


are Quick Sellers because of 
Universally Known SATISFACTION! 


ARMSTRONG Wrenches are favorably known in prac- 
tically every country on the globe for their satisfaction- 
giving qualities. Mechanics who know good tools prefer 
our Trade Mark because its appearance on a wrench means 
the very best possible quality. ; 


ARMSTRONG Wrenches are the result of years of prac- 
tical experience and scientific research. Correctly designed, 
accurately proportioned and perfectly balanced. Made to 
stand hard usage. 

Dealers who carry ARMSTRONG Wrenches enjoy an 
exceptional repeat business on them. Once a customer 
buys an ARMSTRONG Wrench, he will want the same de- 
pendability in other sizes. 


The ARMSTRONG Reputation 
is Your Best GUARANTEE 


degree in quality of steel, ma- 
STRONG BROS. have been chining and finish. Smoothly 
making good tools. Our reputa- burnished, hardened baked enam- 
tion for tool superiority is your el finished and heads ground 
best assurance of the utmost in. bright. The heads are _ plainly 
value and service. Every sale stamped to show the principal use 
you make has behind it our un-_ for which each wrench is designed. 


lified G t ts r1C 
qualifie uarantee of Superior The ARMSTRONG Line is 








For over thirty years, ARM- 


Quality. 


ARMSTRONG Drop Forged 
Wrenches are uniform to the last 


complete. Drop Forged Wrenches 
made in all patterns, for every 
size nut, bolt and cap screw. 


Write for YOUR Copy 
of this Wrench Catalog 


Jobbers and dealers will also be inter- 
ested in our General Catalog B-23, 
which shows the complete ARM- 
STRONG Line. Write for your 
copy today. 





Sent without obligation 


ARMSTRONG BROS. TOOL CO. 


“The Tool Holder People” 
314 N. Franciseo Ave. 


CHICAGO, U. S. A. 
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Easy Selling to 
Hard Working 
Fords Z 











| with every Blackhawk Pump you sell. 


the pump with = the And the selling gets easier every day—as the 
Jurbine tead. Sells at weather gets warmer and more Fords throng 


Lelt and horn’ bracket. the roads 


a Put a Blackhawk Pump display on your coun- 
‘BLACKHAWK WarrePuns } ter and see for yourself. 


* Ford Cars naTrucks 
Blackhawk “Chief” is the pump to push for 
quality trade. It outperforms any other pump 







| 2 : es OU improve a Ford and make a friend 


The “Chief” 










» for Fords. 

The “Scout” Turbine Head, double bronze bearings, posi- 
well “Gnished fa sich cea’ Seogud tive lubrication (note two grease cups) flanged 
race. Gulg U6.00 tnctoling tolt ame pulley, are features that appeal to Ford 
horn bracket. owners. 6 
Both pumps fit 1926 and all previous ; 

_ The “Scout” is a great seller at $5 complete— 

; a remarkable value. 

Free Display 
Attractive steel display holds a Order from your jobber or write for catalog 
builds up your pump business, Free and discounts. 


with first order of six pumps. ‘ 


piactewes Blackhawk Mfg. Co. “—_— 


Rest-A-Foot 
Throttle Dept. E, Milwaukee, Wis. ‘HEX’? 


Made and Guaranteed by 










Think of 
Blackhawk 











The Volume “Q.D.” 
Wrench Salesman 








omplete accelerator and automatic 
foot-rest combined. Holds gas but- 


: T S teel binet hold 
tons steadily in position at all speeds. This handsome s aso 'D.”’ , 


a full assortment of 








No lurching or jerking over rough Wrenches, handles and sockets— 
pone. from it you can quickly assemble 
Installed easily. Simple. Sturdy. NE seems mB ont te en gear ut * waere 
A wonderful seller at $3.00 (Ford your customers can see it and 
\ ———— watch it sell sets. Set book fur- 

Neen nished with cabinet See your 





iobber, or write us. 


BLACKHAWK 
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STANLEY MERCHANDISING HINTS 
SUBJECT No. 5 


miler Hinges 


| Stock right at hand on your 
shelves. 


2. OT iT-m el-]i am lime- mele & 


3. Packed Hinges are easy and 
rol (-¥- aM Co Mmar-Tarel(oe 


4. Screws of correct number and 
Size in each box. 


5. Neat package—no wrapping 
al -tet-3-$-}- 1 2 








1. They save you time in handling, which 
will bring down your sales cost. 


2. They will also save your customer time 
in buying, which will make him more 
satisfied. 





3. They eliminate complaints due to incor- 
rect matching of screws. 


Test these statements yourself. Take the The better way— 

customer’s place. Have your salesman put 

up a pair of hinges with screws for you in helps you and your customer 

the Old Way. You stand outside the coun- 

ter and wait. It will take him 12 to 15 a 

minutes. He must wash up before meeting 

the next customer. Then try it the New {| 
; ! 

Way. The economy and satisfaction KEEP A CLEAN CUT STOCK y 


will be self-evident. SELL THE LINE \ 


Thistrade-markis a means of identification 


THE STANLEY WORKS, NEW BRITAIN, CONN. if 


New York Chicago San Francisco Los Angeles Seattle (== =<{ STAN LEY J== x 


@ 
STANLEY HARDWARE 








Stanley makes a complete line of _ 
wrought hardware cf the highest quality 
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Showing illustration used 
in Nicholson File Com- 
pany’s full page adver- 
tisement which appeared 
in Popular Science 
Monthly for April—sell- 
ing the idea of good tools. 





Selling the Idea of Good Tools 


While Increasin3, the Sale 
of NICHOLSON Files 





> 
U.S.A. 


(‘TRADE MARK! 


HOSE whose brain 
power finds best ex- 
pression through the 
hands are by no means 
limited to painters and 
piano players. Thethree 
hundred thousand 
subscribers to Popu- 
lar Science Monthly, 
for example, are 
chiefly interested in 
what can be done 
with good tools. So 
are the eighty thou- 
sand subscribers to 
Scientific American. 


Appeals to This 
Interest 
To this interest, in 


each of these maga- 
zines, NICHOLSON 


File advertising appeals 
regularly. It suggests 
through illustrations, in- 
teresting uses for good 
tools; tells in the text the 
health, pleasure and 
profit gained by using 
them; and always re- 
minds the reader to get 
them from his dealer. 


Other Publications 


This is only part of the 
comprehensive Nichol- 
son File Co. campaign— 
a list of 36 metropolitan 
newspapers, the Satur- 
day Evening Post, Col- 
lier’s and the farm, trade 
and industrial press all 
carry NICHOLSON 
File advertising. 


Increased Sales and Profits 


Such a stimulant steadily applied to more than twelve 
million readers can have only one result—increased tool 
sales for hardware dealers. Including, of course, as ex- 


perience shows, profitable sales of NICHOLSON Files. 


NICHOLSON FILE Co. 


Providence, R.i., U.S.A. 


---a File for Every Purpose 
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A Startling Opportunit 
to increase YOUR PROFITS 


from Sprinkler Sales 


Retail Price $3.75 Per Set 
Every Householder Wants Them 


Here is a portable multiple spray sprinkler—one which 
waters a large area quickly and efficiently. Provides a 
fine mist which gathers on bushes, flowers and lawns like 
dew. Can be arranged in artistic groups. 


Gives the same results as expensive underground in- 
stallations at only a fraction of the cost. 






















Quickly attached to ordinary garden hose—increases Type A Type B 
your hose sales. Put up in attractive counter display Put up in sets of three 
boxes. We furnish envelope stuffers, window and wall —one style “A” and 
display cards. Sold through your jobber. Order today sn weg — 
and begin to reap the harvest on this quick seller. ure’ be oe: ag so 

in permanent under- 
THE ROBERTS BRASS MFG. CO. ground piping. A 
number of heads may 

DETROIT, MICHIGAN be used. 


ROBERTS 


MULTIPLE SPRINKLERS 
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‘What Brings Them Back ? 









Year afier Yoar 
the Same Customers 
come to the Same Store 


Every hardware store has its regular cus- 





tomers, people who come back year after vear. 
What brings them back? It’s a friendly feel- 


ing created in their minds by the purchase of 
The tool shown above 


quality products which give complete and is Thickness Gauge No. 
enduring satisfaction. 648. It is one of over 
: ; 2300 different Brown 
You can guarantee satisfaction to every tool & Sharpe Tools, known 
customer when he buys Brown & Sharpe Tools. _ for their excellence in 


Their high quality becomes more and more all parts of the world. 


apparent in actual use and makes of the casual 











purchaser a permanent customer for your 


store. 
Send for Small Tool Catalog No. 30 


Dept. HA 


Brown & Sharpe Mfg. Co. 
Providence, R. I., U. S. A. 


BROWN @ SHARPE TOOLS 


Made Best—They give complete satisfaction 
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DAN STILLSON 







nventor of 
“the wrench that 
will turn anything” 


; The wrench that the world now calls by his name was 
invented by Dan Stillson at his mechanic’s bench in the 
old Walworth plant just after the Civil War. 


In every genuine STILLSON you get a wrench that has 
been made according to Walworth’s specifications for 57 
years :—jaws of just the right depth; teeth that can’t jam and 
won’t slip; and working parts that are toughened by special 
heat treatment which takes all the brittleness out of them. 


STILLSON wrenches are made in all sizes from 6 to 48 
inches. When you sell a STILLSON to a mechanic, show 
him one of the big steel-handled sizes. It’s often as easy to 
get a man to take a pair as it is to sell one. 

STILLSON* (like Walworth) is a trade-mark which has been registered 


by its owner, the Walworth Company, in the U. S. Patent Office, and which 
distinguishes the genuine Walworth-made STILLSON from every other ; 


wrench of this type. 


WALWORTH 


STILLSON 
WALWORTH COMPANY, Boston, Mass. 


Sales Units and Distributors in Principal Cities of the World—Plants at Boston, 
Greensburg, Pa.; Kewanee, Ill., and Attalla, Ala. 
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Good | Buildings Deserve Good 0d Hardware 











? 
{ PEAS Bail ROM, Be ee 





That Sunshine and Air may come in’ 77 That 
Storm and Stealth may be kept out ”” * There 
is Good Hardware here 


In other words, hardware which works—not occasionally, but THINK 
always. Simply made—therefore easy to operate. Well made— 

therefore always operates. Corbin Hardware—therefore Good THIS OVER 
Hardware. It matters not what you build—if it isa Good Building Each month Corbin tells 
it deserves Good Hardware on every window and door. millions why good build- 


Corbin Hardware is Good Hardware ings deserve good hard- 
ware. What an aid, to 


NEW ; : 
P. & F. CORBIN "SS Gonngcrcur you, in selling them. 
The American Hardware Corporation, Successor Have you read this one? 

New York Chicago Philadelphia 
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PERFECTION 
MITRE BOX 








“A Thing of Beauty is a Joy Forever” 
- And When it Happens to Be 
a Necessity as Well 
Why—You Just Naturally © 
Gravitate to It. 


ae 
HARDWARE COMPANY 


Reg. U. S. Pat. Off. 


TORRINGTON, CONN., U.S. A. 


New York Office: 151 Chambers Street 
ESTABLISHED 1854 INCORPORATED 1864 
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Ly “T ite Perfect Bolt ~ 
~\ in the ‘Perfect “Package 


~~ ELLING an Empire New Process 
ne bolt is in itself a safeguard 
against, dissatisfaction. 


“And-~in addition, the package 
makes*it-¢asy to find the size and 

yo type wanted—for the big; prom- 
: inént labels give the information 
ata glance, clear across the store. 


appt e ee 
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Sell Yale Deadlatches— 
SECURITY AND CONVENIENCE 


Yale Deadlatches are the most popular type 
of auxiliary rim locks on the market. 


They combine the maximum security of the 
deadlock with the convenience of a self-locking 
latch. They are ideal for the much-used en- 
trance doors of homes, offices and apartments, 
and are ready sellers wherever they are dis- 
played and their new functions explained. 


The Yale A general service lock for resi- 


dences, apartments and offices. 
No. 42, All screws concealed and inacces- 


Deadiatch sible when the door is closed. 


Five pin-tumbler key mechan- 
ism. Operated from the outside by key, from the in- 
side by knob. Deadlocked manually by key or knob 
with an additional throw of bolt of ’% inch. Brass 
color case; solid brass bolt, cylinder and knob. 


The Yale A general service lock similar to 
the Yale No. 42, but it does not 


No. O42 have concealed screws and has 
Deadiatch black japanned case. 


Suitable for entrance doors where 
a somewhat less attractive appearance is not objec- 
tionable. An all-around finely constructed lock of 
lower cost than the Yale No. 42; the same in action 
and construction. , 


The Yale Automatic in action, this Yale 


Deadlatch combines the conven- 


No. 44 ience of the springlatch with 

the security of the deadlock. It 

Deadlatch does automatically what the 
user might forget to do manually. 


When the door is closed the solid brass bolt is 
automatically thrown into the strike an additional 
#8 inch and deadlocked—proof against end pres- 
sure. Furnished in brass finish case with solid brass 
bolt, cylinder and knob. One of the most popular 
of the Yale line. 








Mn 


i { 1 
i 











Yale Auxiliary Locks include Deadlocks, Deadlatches and Springlatches—a lock 
for every purse and purpose. The name YALE helps make the sale. 


The Yale & Towne Mfg. Co., Stamford, Conn., U. S. A. 


YALE MARKED IS YALE MADE 


Padlocks, Auxiliary Rim Locks, Builders’ Locks and Trim, Cabinet 
Locks, Trunk Locks, Door Closers, Bank Locks, Prison Locks 
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TRIMO 
PIPE 
WRENCH 





TRIMO 
MONKEY 
WRENCH 


TRIMO 


Why You Should Keep 
These Tools Constantly 
Displayed 


For years and years, TRIMO TOOLS have been 
backed by virile, widespread advertising. Tool 
buyers everywhere in America connect the name 
TRIMO with quality. To keep these four tools con- 
stantly displayed in your store and windows not only 
means steady sales and profitable turnover, but a 
public reminder that you are a quality dealer. Note 
how thoroughly TRIMO’S national advertising 
reaches mass and class alike. 


1 Over 2,700,000 through The Saturday 
" Evening Post. 


9) Over 3,500,000 Farmers through The 
* Country Gentleman, Farm Journal 
and Farm and Fireside. 


Over 39,000 Plumbers and Steamfitters 
* through Domestic Engineering and 
Plumbers Trade Journal. 


3 
4 Over 299,000 general Mechanics and 
* Inventors through Popular Science 
Monthly. 


S Over 46,000 Shop Executives in the 
* Power Field through Power and 
Southern Power Journal. 


6 Over 25,000 Executives in the great Oil 
* Industry through Oil and Gas Journal 
and National Petroleum News. 








Cash in on This Nation-wide Publicity 
by Carrying a Complete Line of TRIMO 
TOOLS. Order from Your Jobber— 
NOW. 


TRIMONT MEG. CO. 4 


Roxbury, Mass. 








TRIMO 
PIPE 
CUTTER 


TRIMO 
PIPE 
VISE 
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YOU can stake your reputation on 
these quality planes and squares— 
whether your customers are pro- 
fessional carpenters and builders, 
men who do odd jobs around their 
homes, boys with home workshops, 
or manual training students and 
instructors. 

The chief reason for this is be- 
cause Sargent tools are designed 
and built for professional use all 
the way through. Their popularity 
with the non-professional as well 
as the carpenter and builder groups 




















New York: 92-98 Centre Street 



























Sargent Auto-Set 
Bench Piane No. 714 





You can satisfy customers 100% 
with Sargent planes and squares 


Sargent Steel Block 
Plane No. 5206 








proves that the former also want 
tools of the highest quality. 

Sargent planes and squares are 
constantly advertised in builders’ 
and carpenters’ papers and in Pop- 
ular Mechanics and Popular Science 
Monthly. Let us send you full par- 
ticulars and prices on Sargent 
planes and squares. There are ex- 
clusive features that will interest 
you as much as your customers. 
Write today and ask also for our 
Co-operative Advertising Service 
Booklet. 


SARGENT & COMPANY, Hardware Manufacturers, New Haven, Conn. 


Chicago: 221-223 W. Randolph Street 





Sargent Adjustable Iron 
Bench Piane No. 414 


























ee ee 





18 HARDWARE AGE June 3, 1926 


SS OS OS 


| RE eR SEE oe SI ee, ein asa. 

















’ oa} 





Made Entirely by Ourselves 


Every product shown above is made in its entirety by us 
from raw materials to finished goods in our own plant. 


We make our own Open Hearth Steel and this 
steel is used exclusively in all our products. We 
draw our own wire and use Full Gauge Wire in 
all our cloth. We do galvanizing that protects 
and finishes all Wire Cloth and Poultry Netting 


in a durable manner. 


We guarantee full measure in every roll of Wire 
Cloth and Poultry Netting and satisfaction to 
every customer. We stand squarely back of every 
product we make and every Jobber and Dealer who 
handles our products. Do our 50 years of experi- 
ence and our reputation mean anything to you? 


Write your Jobber for Information and Prices. 
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Ex ocated on the north bank of the Chicago River, | 
sq about 500 feet east of the Michigan Avenue Bridge. | 
Constructed of steel and reinforced concrete , sup- 1 

BX ported by Fifty-one caissons , lI5 feet in depth, Ei 
and Four Thousand Two Hundred 55 foot piles. Twelve | 
Thousand tons of steel , Five Million bricks and Three Hundred . 
Thousand ba3s of cement used in the construction. 

Fourteen stories im height . More than twenty acres floor area. 

Direct Railroad connections, Tunnel Service , River Lighters 
and central location give unexcelled shipping and receiving 
facilities . 

The largest and most modern single Hardware building 
in the world. Designed for and occupied exclusively by 


HIBBARD. SPENCER, BARTLETT (0. 
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Hibbard HARDWARE /O2 HARDWEAR 
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G4 OUR VERY BEST IS THE VERY BEST 







OUR @258 TOOL STORY IN BRIEF 


We dare not take chances with @WB quality 
Our seventy-one years of high reputation are at stake 
@¥B Tools are the finest product of the one 
best manufacturer in each line 
We do not change about, and offer varying qualities from 
year to year 
You can stake your reputation, as we stake 
ours, upon @¥® quality, always the very best 
Each @¥® article you sell, brings back a satisfied customer 
for other @¥® articles 
Truly —a self-advertising line of the highest rank 


NM 


HiBBARD. SPENCER, BARTLETT § Co. 
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REVERE CORDS 
(HIGH PRESSURE) 


REVERE \ 
BALLOON CORDS 


SAU 


HARDWARE AGE 






REVERE “R” TREAD 
CLINCHER CORDS 


REVERE HEAVY 
SERVICE CORDS 


How Much Profit do You Sacrifice 


to Meet Tire Competition? 


OTHING makes a hardware dealer 
more dissatisfied with his tire 
department than the necessity of cutting 
down his own margin of profit in order 
to meet competition. 


In order to see why the Revere Tire 
dealer is able to keep his tire department 
growing and profitable, consider the 
advantages which he enjoys:— 


There is a demand for Revere Tires. 
For many years, these tires have been 
delivering fine service on cars every- 
where. People are convinced of their 
exceptional quality. Revere Tires move. 


For many years, too, Revere has been 
cutting distribution costs. Today, Revere 
Tires and Tubes are handled by the lead- 
ing hardware jobbers of America, giving 


Revere an efficient, economical dis- 
tributing system. 


Revere Tires and Tubes are made in 
modern factories, under the latest 
improved methods, where waste and 
inefficiency have been eliminated. 


Another advantage which every 
dealer appreciates is the completeness 
of the Revere Line. There is a high 
quality Revere Tire to meet the needs 
of every customer and a tube to match 
each tire. 


To the experienced merchant, all 
these things mean that he can offer 
Revere Tires at attractive prices and 
still be sure that his tire department is 
going to show a substantial profit. 


REVERE RUBBER COMPANY 
1790 Broadway New York City 
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The Columbia Tire offers 
the Hardware dealer, first 
of all, confidence-build- 
ing quality; and together 
with that, a real competi- 
tive price: the only com- 
bination that makes tire 
merchandising truly 
worth while. 





VL DIA 


THE COLUMBIA TIRE AND RUBBER CO., Mansfield, Ohio 
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Machine Screws 
Stove Bolts, 
Tire Bolts 


American Screw Co. 


PROVIDENCE , RI. 


WESTERN DEPOT 
225 ‘WEST RANDOLPH ST., CHICAGO, ILL. 
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“That’s 
Exactly What I Want!” 


Quick sales, rapid tarnover, pleased customers. This 
new number is increasing sprayer sales for every dealer 
wno has added it to his line—not by replacing an old 
and profitable favorite, but by its instant appeal to 
people who have been using the cheaper hand sprayers, 
because the really good compressed air sprayers were al 
too large and heavy for their use. 


“SPEEDEX” 





Compressed Air 
Sprayer 


Tank 8” x 5”—Capac- 
ity % gals. — Pump 
14%” x 1%”. 


Heavy, double seamed galvanized steel tank; 14 inch, all brass 
pump with brass ball valve: front end of tank funnel shaped for 
convenient filling; few strokes of pump keeps up powerful, con- 
tinuous fine mist spray; two brass nozzles—straight and angle. 
Convenient to carry, easy to use. Attractively finished, 


Ilave your jobber include a case of a half dozen in your next 
order. Put one where customers can see and handle it. 

2 
The dealer who concentrates on Smith Sprayers invariably enjoys 
a highly profitable sprayer season, because Smith Sprayers always 
lead in the important improve.nents that appeal to sprayer users 








Over forty styles——a style for every spraying need——-compressed air 
sprayers; wheelbarrow sprayers; barrel pumps; powder dusters; 
nozzles, etc.-—the most comp ete line made. Vrite for new catalog 
illustrated in colors. 


D. B. Smith & Company, Inc. 


Utica, New York 
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Starrett Tools 


every 
machinist 





or 


mechanic 


nows 
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The Hammer 
with 





Cheney No. 7 
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The 


“Wood pecker” = 
; a Practical Saente 

ia = ail ; mun 
| Claw Hammer Driven 





That HOLDS 
Cheney and Royal Grinders Any Wire Nail 
Fit Every Need and Purse Up to 30d 


a oes , : , 
3 This line of grinders is complete in 
every way. It meets every demand 
for quality, adaptability and price. 





ce There is good money in Cheney Carp en ters B uy I u 
2 and Royal Grinders because they For the Nail Holding Feature 


are easy to sell. Their appearance 
oS and smooth operation do the selling. | 
a The nail holding feature on the new “WOODPECKER” 
mo When you sell edge tools tell the Claw Hammer enables a carpenter to set nails from 12 to 
Pad customer how important +t is to 14 inches beyond the reach of the hand. 


ms 
es keep them sharp and how easy it is 

to do so with a Cheney or a Royal unnecessary scaffolding. Drop-forged from finest crucible 
es Grinder steel and Fully Guaranteed against imperfections of any 
ie kind. 
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It saves time, risks, blood-blisters, and does away with 
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Write for information. ; ; , 
a Nail holding mechanism (patent applied for) is very 
Pe simple and will stand the hardest usage. No other ham- 

mer has this feature. Handle is finished in DUCO a beau- 


S. CHENEY & SON, Manlius, N. ¥. tiful natural finish. Very attractive profit. 


RETAIL PRICES: 
16 oz. Hammer, $2.50 
20 oz. Hammer, $2.60 


Our Special “Trial Order” Offer 


With an order of % doz. or more “WOODPECKER” 
Hammers we will send you a Beautiful All Metal Display 
Easel for counter or show case. It starts sales as soon as 


shown. 
You’ll be pleased with it. 
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LOTS of LOCKS mo 


Choose “Ilco” and You Choose Wisely 
Dealers in our products enjoy the No. 202 
pleasure of selling BETTER LOCKS 
with BIGGER PROFITS and_ IN- 
CREASED SALES. 
Just gaze upon our illustrations—look 
Ne, S50 © good, don’t they? (In fact, selling them 
is better and if you haven't as yet tried, 
begin now in justice to your business.) 

Explain to your customer that one back turn of the No. 202 Night Latch Key deadlocks the 
bolt so that it cannot be forced back and secures the knob so that the lock cannot be operated from 
the inside—and you've made a friend and sale. A patented night latch at the price of an ordinary 
one is certainly attractive and advertises your business. 


ANOTHER GOOD NUMBER—250B 
This glass knob lock set embodies all of the good qualities a set can have and we make it inter- 


esting with an attractive price. 
We have other “GOOD BUYS.” Write for particulars and catalog. 


(i) INDEPENDENTIOCKCO,@® 


FITCHBURG, MASSACHUSETTS 


















BRANCHES 
23 Warren Street 17 North Fifth Street 213 State Street 
New York City Philadelphia, Pa. Room 508, Detroit, Mich. 
121 2nd Street 406 Wall Street 
San Francisco, Cal. Los Angeles, Cal. Buyels 


ecu 





Manufacturers of Cylinder Locks, Padlocks, Inside Door Sets, Glass Knob Sets, Key 
Blanks, Auto Switch Keys and Hardware Specialties 
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It’s This Step in Advance 
That Counts! 


Every vear thousands a dollars are spent in the Lowell 
plant to develop’ highly specialized machinery and 
methods for the sole purpose of effecting manufacturing 
economies and making Lowell Sprayers better than ever. 
It is this everlasting effort to make our product better 
Quality than the best that keeps Lowell Sprayers a step in ad- 
vance—the thing that makes them sell.faster—the thing 
SPR AY ERS that makes them the most profiable line of hand and 
compressed air sprayers in the world to handle. 
Arrange to handle the Lowell Quality Line. See 
All Do db Te Te ct e your jobber or write for catalog. 








Lowell, Michigan 
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What the CHAT! LO N Trade Mark 
Means to You 


_ It means that almost a century of experience 
in scale building is behind the scales you sell. 


It means that you can sell Chatillon Scales to 
your customers and know they will be satisfied. 


It means you are selling scales that are not only 
accurate but dependable and long-lived. 


It means that you can offer a scale from our 
complete line particularly designed for every or- 
dinary weighing operation. 


Chatillon Scales are made to comply with all 
weight and measure requirements. Your sealer 
will seal them. 


Write for full information 


JOHN CHATILLON & SONS 





Established 183 
No. 140 . en , . No. 263G Vegetable Scale 
Hecnelad 85-99 Cliff Street New York City, N. Y. 
ce Cale 














| re ————————— 
GREASE Cups 


and OIL Cups 


HE constant demand for oil and 

grease cups as repair and re- 
placement parts as well as for new 
work makes them an_ indispensable 
part of the stock of the up-to-date 
dealer. The Empress line of grease 
and oil cups is complete, it consists 
of over fifty types each in several 
sizes. Whatever the need, there is 
an Empress cup for it. 


Booklet No. L-103 gives full data on the 
complete line. Write for it. 






































BOWEN PRODUCTS 
CORPORATION 
Main Office 
AUBURN, NEW YORK 
BOSTON wee Massachusetts Ave. 
CHICAGO 412 Wrigley Bidg. 
CLEVELAND 7113 Euelid Ave. 
DETROIT 2760 W. Warren Ave 
A eee POLIS e5 t7th Ave, . 
Jew BEY VOR eco Ms 
= of the Manufacturers of Empress 
No.55 : Sf: Z a ty Lubricating Devices 
different since 1890 
No.54 £ ypes ] 
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Make TYRODS 
the BACKBONE of 


Your Hammer 


Business 


They'll sell quickly and 
profitably! And the cus- 
tomer will stay “sold” the 
rest of his life. 


TYROD is a miracle of hammer construction 
—the only hammer on the market with a 
backbone. This backbone is a tie-rod of 
tough steel. It runs through the handle, 
which is made in two halves of selected sec- 
ond growth white hickory—double dove- 
tailed together with the grain opposed and 
set with waterproof casein glue. 


Yank out the stubbornest nail with a Tyrod 
—pound it powerfully. You can’t break it. 
The head can’t fly off. That’s our guarantee. 
Tyrod is a hammer you can sell with confi- 
dence—at a price as low as the best of ordi- 
nary types. We manufacture 

every standard style of ham- 

mers, hatchets and axes. 


Ask us about 
Tyrod 


cooperation. 


TYROD 


the hammer with a backbone 


AMERICAN HAMMER CORPORATION 
715 East 138th St. New York 
Western Sales Office: 


615 W. Washington St., Los Angeles, Cal. 


June 3, 1926 











“~y 
GLASS TE GOO jxcss} 





‘TRADE MARK 
CANADA 


NEWEST 
GLASS DRAWER KNOBS 


PATENT APPLIED FOR 


HESE knobs have a threaded 

brass tube cast in the glass to re- 
ceive a washerhead screw adjustable 
to any size wood, eliminating the bolt 
going through the glass also the nut 
inside the drawer. 


The knobs are guaranteed against 
the tube coming out or getting loose, 
the faces are cut and polished, the 
bottoms are studded, absolutely pre- 
venting knobs from turning, or be- 
coming loose. 


Made in four popular sizes in crystal 
and Opal glass, also drawer pulls. 


Order by number 


CRYSTAL GLASS Vv OPAL GLASS 


No Vo. 149 size.... %” 
No. 150 size... .1%” 
No. 151 size....1%” 
Ne. 152 size....1%” 
No. 156H Drawer 

- 56H Drawer Pall A Pall 


Packed one dozen in a box. 





For sale by all leading Wholesale Hard- 
ware Firms in U.S. A. and Canada. 


Write for the name of our nearest dis- 
tributor in your territory 


Manufactured exclusively by 


TECHNICAL GLASS CO. 
Incorporated 
LOS ANGELES, CALIF. U. S. A. 
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Why Boat Owners 
Prefer JEFFERY’S 


Waterproof Marine Glues 
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These famous glues have been on the market for 
many ‘years and every user is always glad to 
recomimend them, because they live right up to 


s our advertised claim: ‘Make any boat perma- 

o nently leakproof if the frame is in fair condition !” Walden-Worcester 
: Boat owners also appreciate the fact that they are . 

| easy to apply, cover well (one pound will thor- 
oughly waterproof about three square feet of 


canvas or about four square feet of muslin or 
cotton), thus proving their downright economy. 





Our national advertising, close dealer co-operation 
and the attractively labeled cans are other reasons 


why they are easy to sell. in Interchangeable Socket 


Wrenches 


—For those who prefer 
this type 


ET NO. 28 is a fine example of a REAL set 

of socket wrenches for REAL work by me 
chanics. So complete in its sockets, handles, 
swivels, etc., that it can service ALL cars. Ideal 
for the independent garage. Contains 


Long Shank Speed Wrench, 20” over all, 914” shank with 
solid steel grips. 

Short Shank Speed Wrench, 1414” over all, 4%” shank 
with two solid steel grips. 

asee Shank Tee Handle, 12” shank, with 12” sliding cross 
ar. 

ag Shank Tee Handle, 6” shank, with 8” sliding cross 
ar. 

Back Spin Reversible Ratchet, 234” long, 1” diameter. 

10” Combination Tee and Oftset. 

Plug Connector, 9” Extension Bar, Socket Connector, Off- 
set Handle, Universal Joint. 

10 CHROME NICKEL Sockets (Hexagonal)—7/16, %, 
9/16, 19/32, 5%, 11/16, %, 25/32, 13/16, 7%. 





A 
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Furnished in an all-steel box. All sockets in this 
set are made of chrome nickel steel. 


As all parts are interchangeable you can add to 
or replace any part at any time. 


~ a iebeeibmeCa nn) Ft eestor 


There’s a Walden-Worcester Jobber just around 
the corner everywhere—order from him. Write us 
for Catalog No. 500 illustrating our complete line 
of socket wrenches. 








ALDEN~WORCESTER 
of Au Steel, Socket Wrenchos, ~ in the 


Ww = 
4753 gunn@deuny s.. WORCESTER, MASS.., U. S.A. 
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PORTER'S 
TIME 


















Side Cutter: 


A tool of all 
round = service 
Cutting jaws 
are parallel 
with the han 
dies. 


NUT 
SPLITTERS 


End Cutter: 
Cutting edge 
on this tool is 
at right angles 
to the handles 
hvery POR 
TER Cutter is 
bullt on  ex- 
actly the same 
principles. 
Differences be- 
tween the va- 
rious models lie 
in the types of 
cutting jaws 


CHAIN 
CUTTERS 


Angular Cutter: 


Jaws are set 
at 30° angle to 
handles. Gets 
into difficult 
places Saves 
stooping. 









H. K. PORTER, 


Inc. 
Everett, Mass., U. S. A. 
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~Manufacturing Co 


ERIE PENNSYLVANIA 
“ Branch Offices, 


45 WARREN ST NEW YORK & 
74 W.LAKE ST CHICAGO 
28 BINFORD ST. BOSTON 





ae Uo a beled 
ot iigr Sy Si ee iy ere ait 
oe Bey Fh BY 





a = 
Pe PEO By ¢. 2 a 
| ee aie Fs eke. aaa” oe 4 Dae 
Agito Re Se RIGS Fale ARON y eR Os OPS Ac 


tees 








i 
a. 
2 
it 


at ev 


June 3, 1926 HARDWARE AGE 31 











































































































| 


















































ju 





Ovee]) [TUTTI ) 


What’s What 
and Why 


In buying Tubular and Clinch rivets these three 
points should be carefully considered: 


1. The metal form from which they are made. 
This is mighty important because of its direct 
bearing on the driving and setting qualities of the 
rivets. 


2. How are they made—that is, are the details 
of manufacture such as to insure the best results? 


3. Who makes them? Tubular and Clinch rivets 
were originated by us. For over fifty years we 
have been making them of metal which we know 
is “right,” and under the most efficient manufac- 
turing conditions. You may be sure, therefore, 
that our prices are based on honest values. 


Coast Representative 


J. T. McCDEVITT 


Postal Telegraph Building 
SAN FRANCISCO, CALIFORNIA 





COMPANY 


BOSTON 
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TUBULAR RIVET & STUD 





UUUUTTTTTTT TUTTE TTTTUDTUUTTUTTUTUUUUUUNONOUOOUDUDUUDUOUOUOUUUOOUNUONORORNONONENONNNRNNERNT 





ii 


fl 



















































































































































































“This Little White Bag Might 
Help Us Cut Out That 
Useless Cost—” 





AID the Chief Engineer when his Superinten- 
dent brought in another handful of badly 
tangled, old style washers. 


“These Shakeproof people say their lock washer 
cannot be tangled. ~ 


“They also claim it is the only positive locking 
washer—one that is really shake proof. You’ve got 
to find out if that is so. These twisted teeth ought 
to lock. So take these samples I wrote for—give 
these washers a real test—and let me know in a 
few days how they work out.” 


The rest of the true story? This particular hard- 
ware manufacturing plant is today using large quan- 
tities of Shakeproof. They know—by daily proof— 
that Shakeproof Lock Washers cannot be tangled— 
grip like a husky bwll-dog when the twisted teeth 
bite into metal—are easier to apply—actually im- 
prove the product. 


Cutler-Hammer, Automatic File & Index, Syra- 
cuse Washing Machine, 1900 Washer, Hamilton- 
Beach, General Fireproofing—sent for the famous 
little white bag of free samples. They use them 
now. Why don’t you write today for your free test 
lot. Then you will see why Shakeproof is the best 
washer buy on the market, bar none. 


ro 2 


Type 11 Type 12 Type 15 


Type 20 
Sizes Up To 1% Inches 





Shakeproof Lock Washer Company 
Incorporated 


2505 North Keeler Ave. Chicago, IIl. 
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Putting Teeth in 
Separator Claims 
“Wa ek 7-4 ’ 


17/4) y\ ON 








Ss is cheap, and it is easy to make extravagant claims, whether or 
not they are justified. This is true of cream separator claims. 
If there is the slightest doubt in your mind which separator really does 


skim the cleanest, just try this simple test: 


Put a De Laval side-by-side with any other separator of approximate 
capacity. Mix 20 gallons of milk thoroughly and Iet it stay at normal 
room temperature. Run half through each machine. Wash the howl 
and tinware of each machine in its own skim-milk, without the use of 
water, and mix the skim-milk. {Some separators retain more cream 
in the bowl than others.) Then run the skim-milk from the other 
machine through the De Laval, and vice versa. Weigh and test for 
butter-fat the cream that each machine gets from the other’s skim-milk. 


When you do this you will know beyond question of doubt that the De Laval skims 
cleaner, is the easier to turn and the more profitable to own. 


The new De Laval is the best cream separator ever made. It has the wonderful 
“floating bowl”—the greatest separator improvement in 25 years. It is guaranteed to 
skim cleaner. It also runs easier when separating and will last longer. It is the crowning 
achievement of 48 years of cream separator manufacture and leadership. 


De Laval Milker sales are also increasing by leaps and bounds. 


Splendid opportunities for live- wire dealers. 
The De Laval Separator Company 


NEW YORK CHICAGO SAN FRANCISCO 
165 Broadway 600 Jackson Blvd. 61 Beale Street 


one ine NEW De Laval 
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Your Tourist Camper Trade 


FORMED 
METAL CAP 
WONT CUT 
CANVAS 


can be sold 


PREMAX 


Rustless Steel Tent Stakes and 
Telescoping Poles 































Display these two articles in your Sporting 
Goods Dept. Every auto-camper and sports- 
man who uses a tent can be sold both devices. 
Most stakes and poles are not only bulky but 
will not stand the strain of daily use. 
PREMAX Steel Tent Stakes and Poles will 
always give service with security. They are 
light, easy to pack, and a joy to use. 


PREMAX Stakes are made in three lengths 
—9”"",, 12” and 15’’—packed in handy cloth 
bags of twelve for easy selling. 


PREMAX 
CLAMPING DEVICE 











PREMAX Poles come in two sizes—2-sec- 
tion adjusts to 6’6”, 3-section to 9’7”. They 
telescope and adjust at any point by unique 
PREMAX clamping device. Poles are 
packed one pair to bag. 





Both Stakes and Poles are Parkerized— 
really rust-proof, not just enameled. 


Get a stock of these tourist necessities, dis- 
play them this season—and cash in on 
PREMAX popularity—as others are doing. 


b 
i 


Niagara Metal Stamping Corp. je 


METAL CAP 
Niagara Falls, N. Y. 


peat |) 


PREMAX Dealers: Write for 
FREE Display Material. 


























WONT CUT 

FLOOR OF TENT 
Three-Section Size Telescopes 
from 3'10” to 9'7”; two-sec- 
tion telescopes from 3’8” to 
66”. 


ieee eee enennnnee USE THIS COUPON ------------------ 


NIAGARA METAL STAMPING CORP., Dept. 9, Niagara Falls, N. Y. 

Please send us 
ve peas Bags PREMAX Tent Stakes, 9” length, List Price $15.00 per dozen bags. 
>mne <i Bags PREMAX Tent Stakes, 12” length, List Price $18.00 per dozen bags. 
tees Bags PREMAX Tent Stakes, 15” length, List Price $21.00 per dozen bags. 
5 Ble ta Pairs PREMAX Tent Poles, 2-Section, List Price $36.00 dozen pairs. 


reece Pairs PREMAX Tent Poles, 3-Section, List Price $45.60 dozen pairs. 
Less regular trade discount—with FREE Display Cards and Circulars. 
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The Original Steel 
Stake 


9”—12”—15” 
twelve in bag. 

















CHICAGO 


HARDWARE AGE 
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Making Profits for 


25,000 Dealers 


When you sell any of the brands of American Steel & Wire 


Company Fence and Posts—you have many valuable sales levers 


working for you. 


1 


Well Known. For twenty-six years the products of 
this company have been well and favorably known to 
farmers. 


Positive Guarantee. Every rod is guaranteed to 
equal or outlast in service any fence made of same size 
wires and used under same conditions. 


Full Weight and Length. Every American Steel & 
Wire Company Fence is guaranteed full length and 
full weight with a placard showing the specifications in 
the roll. 


National Advertising is continually selling the farmer 
on American Steel & Wire Company Fence and Posts. 


Retail Advertising Help in the form of newspaper 
ads, store signs, letters, etc., are furnished dealers free. 


Quick Service. Mills and warehouses conveniently 
located—completely stocked. 


Freight Saving. Variety of products can be in- 
cluded in mixed car shipments. 


Zins Insulated 


AMERICAN, ROYAL, ANTHONY 
U. S. NATIONAL, MONITOR 


and PRAIRIE 


Dealers Wanted Everywhere—W rite for Sales Plans 


Sales Offices: 


NEW YORK BOSTON CLEVELAND WORCESTER PHILADELPHIA PITTSBURGH 
S-BARRE ST.LOUIS 


BUFFALO DETROIT CINCINNATI BALTIMORE WILKE 


KANSAS CITY ST. PAUL 
DALLAS 


: OKLAHOMA CITY BIRMINGHAM MEMPHIS 
ATLANTA DENVER SALT LAKE CITY 


Export Representatives: U. S. Steel Products Co., New York 
Pacific Coast Representative: U. S. Steel Products Co. 
San Francisco, Los Angeles, Portland, Seattle. 























AMERICAN STEEL & WIRE 


Company 
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Tell Your Customers That 
é ° 

; There Is a Difference In Sash Cords 
Ee The cost of replacing a single broken window cord is often more 
f than the difference in first cost between the cheapest and the best 
2 for a whole house. 

: Cords made of coarse soft yarn, cords that are roughly braided, 
2 and above all, cords that are adulterated by the addition of cheap 
- loading material, wear out quickly, stretch, and give trouble. 
e, Loading can easily be detected by raveling the end of the cord and 
a looking at the inside. 


You can recommend our well known brands to your customers. 


Geecey z, — ‘ “ 
¥ SE ih, aR ieee DAS te Sei” ng 
Dees Steg a ahs ke 


Samson Spot Sash Cord 





Trade Mark Reg. U. S. Pat. Off. 





Samson Trade Mark The most durable and economical material for hanging 
windows. Made of extra quality stock, carefully inspected, 
and’ guaranteed free from imperfections of braid or finish. 
The Colored Spots are our trade mark, used only with this 
extra quality. 


_ Phoenix Sash Cord 
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Phoenix Trade Mark 


Firmly braided and smoothly finished. Uniform in size 
and quality. A good cord at a moderate price. 


Samson Spot and Phoenix Cord are free from adulteration - 





We also make other sash cords, clothes lines, masons’ lines, awning lines, 
garden lines, shade cord, dumb-waiter rope, and other braided cords, also 


glazed cotton twines. 


Send for catalogue and samples 





Samson Cordage Works 
Ho Mass. 





F Boston 
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MAN | 
SAYS: 


“Think of E. C. 
Atkins & Com- 
pany as your business 
partner and friend— 
they don’t stop with the 
manufacture of superior 
saws, everywhere known 
as “The Finest on Earth’ 
—they cooperate in the 
making of sound, inde- 
pendent hardware mer- 
chants, by promotional 
work that helps sell the 
line.” 





“Pointers” is the 
name of a little in- 
teresting book on 
saws—sent free to 
Hardware Mer- 


chants. Ask for it. 


MR. HAPPY 


Atianta 


Chicago 
Minneapolis 





ESTABLISHED 18657 


E.C.ATKINS &,CO. 


} 
THE SILVER STEEL SAW PEOPLE | 


Home Office and Factory, INDIANAPOLIS, INDIANA 
Canadian Factory, Hamilton Ontario 
Machine Knife Factory, Lancaster N.Y. 


Branches Carrying Complete Stocks In The Following Cities: 


San Francisco 
New Orleans Seattle 


Paris. France 
Portiand,Ore. Vancouver, B.C. 


New York City 


SIS 








SILVER 
STEEL 
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ee = Worth While 


Motors and Pullmans, by Saunders Norvell 44 


a R. J. Atkinson Furnishes Some Hardware for Byrd’s North Inf ormation 
+. Pole Flight 46 N this issue of HARDWARE AGB 
a June Brides and Hardware Profits 47 you will find another of the se- 
National Association Pre-Convention Story AS ries of tool articles by the well 
Report of the Mill Supply Manufacturers and Jobbers Conven- known authority, Don Thatcher, in 
tion 52 : which he discusses some basic prob- 
lems of successful tool merchan- 
Bolt Chart, by M. M. Godschalk 96 dising. s 

Booster Hints from Department Store, by Frank H. Williams 98 The value of this series is em- 
phasized by the unusual reader re- 
DEPARTMENTS: sponse. There are other and equally 
Current News of the Trade 34 valuable contributions from Mr. 
General Market Information 56 Thatcher’s pen to appear in subse- 

Cutlery 73 quent issues. Watch for them. 
You are of course preparing to 
Tools, by won Thatcher 81 attend the meeting of the National 
Weekly Washington Letter, by L. W. Moffets 84 Congress at Indianapolis in June. 
Questions and Answers 102 When there you will want to make 


your moments of leisure as enjoy- 
able as possible. In order to help 
you we take pleasure in calling 
your attention to the article be- 
ginning on page 48 of this issue 
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NE of the greatest advances 
in hinge development in the 
last decade is the McKinney roller 
pin (patented). If you are inter- 
ested in equipping large buildings, 
you will find that the roller pin 
is a factor large enough to swing 
the entire hardware contract. 


McKINNEY MANUFACTURING COMPANY 
PITTSBURGH PENNSYLVANIA 





McKINNEY 








McKinney Products include: Wrought Steel and Bronze-Butt Hinges—Strap and Tee Hinges 
—Forged Iron Hardware—Garage Door Hardware, including Complete Sets—Door Hang- 
ers and Track — Door Bolts and Latches — Sash and Screen Hardware — Shelf Brackets. 





















Bese 


Sh eS 6 ea see PAL Te ee SA ONSET bike eRe ot ated. = 
iis Spaeena ae Sa: Bar fs ta pests Sgt abet it EK SSS 
chet «ye eer EBS EU Pn ee pas 





ere 


ye aed 





eh 


Ry 
ert 
ie 
Hep. - 
oY a. 
“fis 
ony 
nes 
NE 
wey 
ne 
¢ @ 
ee 
tae 
: 
ede yer 
Fam 
se 
Se 
eee, 


Se 
« 


MOM 








ERY IR RESY OF EG 


We Pa re, p> a _— . . 
AES AA lig Crs pea Rane ites 
SONG: 8 oa te Py ea a : as 


IS if AO ot BNE 
rn py By Peaks pe rs 


June 3, 1926 


| 


— 2 
ee 
ao 
———$_$<—— 
——————— Fy 
—_—_——ESE 


Aue 


il 


| 
| 


| 


: h 





HARDWARE AGE 39 


My 
| 


=) 


‘ 
rill 
i} 


iD 


rity 
sthay. 
TA 





f 
| 
{ 
ND 
Nf 


| 
' 
dina. 
e Ups. tia, 
ony 





| 
T 
| 


— — = 
= — 
attend < as ——— —— 
—--—~ — _—, }——_—- _< ¥— ed --—— 
i= — ee a —— —— = — -— ——- 
—_———- ng —— — —_ —— —_— = 
— —— 4 = —— ee —— = en 
$f -_ ——n 7 _—— —— ———_— —— a — 2. | —_— — = 
yo 7 a — J Fae — ==; ——— == 
sae ’ _——_— _— ae ee | —— -— a — + - a 
— ——— TT TT -_~ -~= . — pig ied —_—_—_ | —_—_- 
vas = = eee p———__ —____ _\\—\__—_ 4 gf ~ = — -_ Py 
- == = ——— ——————————— —— , ee -_ —_ - = 
—_— — or —— ee ee eee —_ s . _—_ 
— _ — SS A i a _——- 
— —— es EE —————— }— oua-_ ———/ oo. ae 
me I 1 aw. EE PP = — -— ——— ee 
SS oe —~ a” — i- ‘ ent ae _ 
= : —— Th Zz é .—e — : 
«ls se ——— = —_——_ ~——m Wy ———<— = fA —_— — 
——— _ SS ce — ee 2 ft = meme —3E8 ee — 
————— Jr TT —-a- a en == 
- NE ——— ee, A - Ta — °°) —, —— A i 
-—____#—_\¥—} — - er — + —> = —_—:_=_"_"_"—_—_ —-— 
— eee eR vw BZ va —— a eee -_ neem . EY 
— ——— - A —_ a —_— bs 
..s ss 4 s a 
: ot oneal —s be sa. 
P = a 


| 


' 
ip 


) 
1 
Va 


? 
| 
| 
| 
My 
a | 


f 
: 
\ 
| 


| 
| 
| 





BY LLEW S. SOULE 








Test Your Em- 
ployees in 
Arithmetic 


“Citizen 
Slackers” 


WONDER how many hardware merchants have ever tested their employees in 
arithmetic; in their ability to correctly figure prices and add totals. It might 
prove to be very illuminating. 

One of the essential qualifications in business, particularly behind the retail 
counter, is the correct figuring of sales checks. It may surprise you to know 
that among the employees of retail stores generally there is an appalling amount 
of inefficiency in this respect. 

Because of this fact, many department stores are now devoting considerable 
attention to courses in arithmetic, especially arranged for their salespeople. 
Lessons on fundamental processes, in fractions and decimals, based on problems 
taken from the daily routine of the stores are used. The clerks are drilled for 
accuracy and speed. Short methods of calculation and simple business problems 
in interest and discount are stressed. 

In one large department store with 500 salespeople, it was discovered that less 
than one-third could add correctly; only about one-half could multiply fractions 
at all, and less than 25% could figure decimals. 

Undoubtedly the salespeople of hardware stores rank much higher on the 
average than similar salespeople of department stores. However, there are in 
all probability salespeople behind hardware counters who are not sufficiently 
grounded in arithmetic to handle sales slips quickly and at the same time accu- 
rately. 

One hardware store in the South recently tested its employees along the lines 
outlined above. Sales slips for a week were re-figured by competent persons, and 
the mistakes found were glaring enough to give the firm plenty to meditate over. 

Test your salespeople in arithmetic. Do as this southern store did. Then 
if you find errors, don’t blame the men. Blame yourself for not knowing the 
facts. Then get busy and help them improve themselves. 

It will help business and build men. 


RESIDENT COOLIDGE is much concerned about the apathy of native- 

born Americans in the matter of exercising their rights of citizenship. He 
sees in their attitude a danger to American traditions and ideals. 

The President is right. Thé average native-born American citizen pays more 
attention to almost everything else under the sun than to the functions of gov- 
ernment which concern him. Business men are not immune. They often refuse 
to take active part in government, city, state or national. Yet—they are loud in 
their denunciation of politicians, and they rave over what they term unjust laws 
and excessive taxation. The one who makes the most noise is usually the fellow 
who forgets the primaries, and goes fishing on election day. 

We’re almost inclined to think they deserve a jolt in the way of adverse legis- 
lation—something to waken them from their attitude of “let George do it.” 

The naturalized citizen knows the value of his citizenship and utilizes it. Some 
of the rest of us take it for granted. We want all the opportunities and advantages, 
but shirk the labors and responsibilities. 

Fish on election day if you want to, but don’t kick about the income tax and 
advance business legislation, unless you are willing to work and vote as you talk. 

There are just as many slackers today as there were during the war, and swivel 
chairs are still in vogue. , 

Meanwhile, legislation is being enacted as the people who vote want it enacted. 
If it doesn’t suit you, it’s up to you to change it. 
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Constructive Show Window 
Criticism 
Third Installment of a Series by John B. Warner with Whom Harpware AGE Has 
Arranged for a Constructive Service Criticism of Window Display Photographs Sub- 


‘mitted by Subscribers. All Comments Will Be of an Educational and Helpful Nature 
and Are Intended as Aids to Both Small and Large Stores 


By John B. Warner 


-pERHAPS one of the greatest factors, if not the 
encore in the advancement of merchandise dis- 
play is the ability to obtain, or the will to seek, 
eonstructive criticism of our windows as they are 
decorated from time to time. 

If we go to a man who is constantly in touch with 
modern and display work and show hiin that we real- 
ly want his opinion on our displays, ask him to pick 
our faults, good points or bad ones which his expe- 
rience has qualified him to give us, we will then re- 
<eive something which will boost our displays sur- 
prisingly. 

We ask some one who seems interested what he or 
she thinks of the window, and the answer is invari- 
ably “Great!” “Fine!” which gives us a rather warm 
feeling of satisfaction until we gradually come to 
our senses and ask ourselves, “Why?” 

Another time we ask our friend who years ago 
used to trim So and So’s windows, and used to have 
such wonderful success winning prizes, etc. He says: 

“Oh, that was twenty years ago, of course, when 
I first started to learn the hardware business. We 
sure had swell windows in those days.” 


Display No. I 


rENHIS display shows five lawn mowers to verv 
| good advantage. 
The balance, however, is not exactly perfect at the 
center of the picture, so, after careful study, I have 
solved it in this way. 
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To Get This Service 


i NY subscriber of Harpware Act who is puzzled 
: about window displays can send to this maga- 
zine photographs of windows, and they will be sent 
to Mr. Warner for criticism. 

Mr. Warner’s success as a window decorator in- 
sures a worth while reply. In this article, Mr. War- 
ner criticises two windows that he arranged for 
clients. The nature of the criticism he will make on 
your window displays is illustrated by the criticism 
that he has passed on these windows that he deco- 
rated himself. 

It is by criticising his own and other windows that 
Mr. Warner has become a master of his art. He 
never builds a window display that he does not con- 
sider it critically before it is replaced... Photographs 
submitted will be treated anon. 




















A Constructive Service 


Gongs AGE has arranged with John B. 
I) Warner, a display specialist, to favor the read- 
ers of this publication with constructive criticism of 
show window displays. 

Mr. Warner has been “dressing” windows for 
hardware and similar stores for several years, and 
has made a study of windows from both the deco- 
rative and selling standpoint, and he is willing to 
extend the service to other stores through Harpware 
A 


oeneeceeiecnttn. tennenand, 
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GE. 
Much of Mr. Warner’s work has been done for 
comparatively small stores and his advice and criti- 
cism will be based upon the materials and merchan- 
dise that are available to the average merchant. He 
does not confine his work to the so-called big stores. 
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I would face the figure toward the right, standing 
him about where the center lawn mower is now 
placed, move the grass mat a little toward the left, 
take out the left hand card and arrange the hose 
accessories on the mat. Perhaps the right hand 
card would need a slight adjustment. 

A single coil of hose properly placed in back of 
the center lawn mower would, I think, add to the 
sales value. 

The right hand card is sufficient as it has a fine 
sales talk and can be read quickly. 


Display No. 2 


HIS display of carpenters’ tools shows great 
care and thorough attention to neatness and 
rigid balance. It is far better than the aver- 

age tool window. 

Judging from the height of the window it seems 
probable that this picture was taken by placing the 
camera above the level of the eye so that the display 
would not look flat. A person looking from the 
sidewalk would probably get a slightly different 
view. 

First—This display, besides looking somewhat 
flat, is apt to be confusing to the observer, not be- 
cause of too much merchandise but because the 
points of interest are too widely distributed through- 
out the window. 

In this case the points of interest are the files, 
screw drivers and bits arranged fan wise, forming 
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Display No. 





converging lines which always attract attention 
toward a common center. 

We may eliminate this confusion by raising the 
fans up on pedestals and grouping them in the cen- 
ter of the display. The pedestal, which is now in 
the center is high enough for the center piece of 
bits if brought forward 6 in. from the background. 

Second—The merchandise in front of the side 
panels should also be raised so as to use more of 
that valuable white space. I should suggest using 
a saw held in place by a small vise attached to each 
pedestal, moved at least 6 in. forward from the 
background. 


Third—Small articles used in front of, and large 
ones between, the attractions complete our display 
except for advertising cards which should always be 
placed in full view near enough to be easily read. 

I find that display looks less flat if I leave a 
space of 6 in. or more between my merchandise and 
its background. 

I am a firm believer in the value of collecting my 
thunder all in one spot. That*is I am convinced that 
one well worded card is far more valuable than two 
or three. This will perhaps explain my reason for 
referring to the cards so often in my suggestions 
for display improvement. 


Display No. 2 
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Florida is a great State whose wonderful 
natural resources led to a great boom 


just why we were wandering around in Florida 

instead of polishing a chair seat in the HARD- 
WARE AGE editorial sanctum. He rather intimated 
that we were pulling an extra vacation at the expense 
of the firm. Right there it occurred to us that per- 
haps we hadn’t made the real object of our trip ex- 
actly plain to the’ cash customers. We might have 
told him that we merely wanted to be different—most 
people go to Florida about the time Old Man Winter 
drops in on Little Old New York—but we remembered 
our Sunday school days and told him the truth. 

The fact is a business paper editor is supposed to 
know everything under the sun; to supply information 
on everything from climate to conditions, and from 
Maine to California. 

And so, when people began to ask us about Florida, 
we.were stuck. What we actually knew about Florida 
reminded us of a fellow peeping through a keyhole 
with a glass eye. We might have depended on the 
real estate booklets, or the railroad literature, but we 
had a sneaking suspicion that they might be slightly 
biased. We bought a railroad ticket instead. 


\ / ESTERDAY a friend asked us “confidentially” 


A Misconception 


A lot of people had told us Florida is a busted bub- 
ble; business is gone to pot; nobody is left who had 
money enough to get out, etc. Most of the people 
who handed us this inside dope had never seen 
Florida. Some of them thought that Key West was 
the combination to a patent padlock. Others who 
peddled the bad news were philanthropic individuals 
who had gone to Florida to “skin the natives” and 
had found that skinning is a two handed game. _ 

The fact of the matter is Florida is a great state, 
whose wonderful natural advantages led to a land 
boom which eventually developed into a frenzy of real 
estate speculation. When the speculative orgy climbed 
beyond sane limits it naturally collapsed just as specu- 
lative booms always have, and always will collapse. 
The parasitic “Binder Boys” hit for greener fields 
and greener customers, and the solid substantial resi- 
dents and business men of Florida were glad to see 
them go. 

Florida still has everything it had before the 
speculator discovered it, and a lot more. It still has 
its climate, its scenery, its four crop year, its sul- 
phate deposits, its citrus groves, its industries, and 


Why We Went to- Florida 
and a Bird’s-eye View 
of Conditions There 


By Llew S. Soule 


its modern cities and towns. It is still a natural play- 
ground for the people of the thickly populated East. 
Its future is ahead of it, and not behind. There is a 
rapidly growing resident population, and a steady de- 
velopment of natural resources. True the speculative 
land boom is over. Normal growth, however, has just 
begun. 

There will be a great deal of building in Florida 
this year and next year. People who bought property 
are putting buildings on that property to get incomes 
from their investments. Business is in the main 
good. Hardware stores generally are doing a better 
business than they did a year ago at this time, and 
they are doing it on a better basis. There are over- 
stocks, due to the freight embargo, but the present 
volume of business will in a few months cut those 
stocks to normal. 

We have already told you about Jacksonville, St. 
Augustine, West Palm Beach, Miami and Key West. 
Next week we’ll take you over to the West Coast and 
introduce you to Tampa. You’ve probably seen the 
name on your favorite cigar, and listed it in your 
mind as a city of good smokes. It is, but that is only 
a small part of the story. Cigars only represent a 
portion of the city’s payroll, and a colorful suburb. 
But—Tampa is a whole story in itself, and we are 


giving no advance tips. 


Llew S. Soule, 
The Man Behind the Counter. 





There will be a great deal of building in Florida this 
year and next year 
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A glimpse of the bicycle display in the store of the Gross Hardware Co., Milwaukee. Last year this firm sold 150 
bicycles with a total sales volume of over $6,000 


$6,000 in Bicycle Sales Through Milwaukee 
Hardware Firm’s Easy Payment Plan 


now while automobiles have crowded many of 

them out of use there are still lots of bicycles 
being ridden. Just think of the youngsters—it is 
still the height of ambition of every small boy and 
a good many small girls to own a bicycle. That these 
ambitions are realized is evidenced by the fact that 
last year the Gross Hardware Co. of Milwaukee, sold 
150 wheels, with a total sales volume of better than 
$6,000. 

Two elements are factors in the store’s successful 
selling of bicycles, first the promotion among the 
boys of the city of bicycle races and clubs. This in 
the mind of the prospective boy rider established the 
store as a sort of bicycle headquarters and when he 
gets ready to purchase a wheel he naturally comes 
to Gross. 

The second element is selling wheels on easy pay- 
ments, making it possible for the ambitious boy to 
buy the bicycle himself. However, in this connec- 
tion, bicycles are never sold to children unless they 
are accompanied by their parents, who can prove their 


A years ago everyone rode bicycles and 


right to the article. In its advertising the store sets 
forth the terms on bicycles of one dollar down and 
five dollars a month. 

The sale of bicycles is a rather seasonable pro- 
position with two high peaks annually—April and 
May on account of spring and the desire to get out 
of doors, and December, on account of holiday gifts. 
It is the practice of Gross to buy their bicycle stock 
in two large orders placed just prior to these peak 
seasons, thereby getting at one time a quantity large 
enough for a sizable freight shipment and holding 
down an item of overhead cost. 

In selling bicycles, it has been found good policy 
to include free necessary tools and accessories. An- 
other service that is rendered to the customers and 
which makes a very good talking point is the record- 
ing of the number on the frame of each bicycle sold 
together with the name and address of the purchaser, 
so that in case the wheel is lost or stolen, the in- 
formation is of material aid to the police department 
and may be the means of positive proof of ownership 
and identification. 
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Motors and Pullmans 


By Saunders Norvell 


REMEMBER southern Indiana as a mixture of 

| politics, whiskey, poker, bad roads, horses and 

leaf tobacco. Southern Indiana was the real home 

of the hoosier. Now, our visit to French Lick over, 

we stepped into an attractive limousine motor and 
started on a run to Evansville. 
¥* * * 

First we climbed higher and higher in a hilly, beau- 
tiful country. I never knew that any part of Indiana 
was so picturesque. The far-away hills were that deli- 
cate blue that would delight the eye of an artist. Soon 
the changes in Indiana struck me. Instead of the 
winding, muddy roads of the past, we were running 
at the rate of 60 miles an hour on one of the new 
concrete State roads. We had a road map. Every 
road on this map was numbered. At regular intervals 
the same number was posted in large letters on the 
State road. Everything had been provided for the 
motoring morons. No one but a blind man could get 
off the right road. The only poor roads were in the 
towns. Evidently the bonds for State roads did not 
go through the towns. Just as soon as we struck a 
town, we were on the bumps: 

+ - * 

We passed through several small cities. I was sorry 
it was Sunday, because I would have liked to stop and 
visit some of the hardware stores. Some of the names 
I remembered very well. There was the town of Jas- 
per. We reached Jasper on State Road No. 18. Then 
we bowled into and through Huntingburg. As we 
entered Booneville there was a large sign across the 
road reading “WELCOME.” There were other signs 
conveying the idea to travelers that Booneville was a 
friendly place. Now, Booneville not only was advertis- 
ing friendship, brotherhood and good will, but it 
looked all these things. We stopped to make certain 
inquiries at a street corner, and we were treated with 
the utmost courtesy. 

* * * 

I made one interesting discovery on this trip. 
Southern Indiana is inhabited by Americans. They 
look like Americans. When one has lived for a long 
time in New York, he sort of gets out of the habit of 
knowing just what Americans look like, and I must 
add that at French Lick he almost entirely forgets 
how Americans look. It was good once more to see 
Americans inhabiting and living in America! 

* * * 

Booneville had very pleasant, cheerful-looking 
homes. In fact, Booneville was a most attractive 
place. I was tremendously interested in all of this 
country, and I remarked to my daughter, who was 
driving the car, that things did not look exactly pros- 
perous to me in this part of Indiana. She smiled and 
said, “How can you size up a country going through 
it at the rate of 60 miles an hour?” “Simplest thing 


in the world!” I replied. “Jn every prosperous com- 
munity there are new buildings. Prosperous farmers 
build new houses and new barns. Prosperous towns 
build new buildings. Now, have you noticed that in 
the entire trip from French Lick we have not seen a 
single new building?” 
* * *~ 

Another thing I noticed was that the soil in most 
places was not very good for farming. When we 
reached Evansville we put the question to our host 
—a gentleman who had lived in Evansville all of 
his life—about the prosperity of the part of Indiana 
through which we had passed. He said it was a to- 
bacco district—that the price of tobacco had been very 
low; that the crops in the last year or two had not 
been good and that, as a matter of fact, the farmers 
in this part of Indiana were up against it good and 
hard. 


a ae 


I was, however, impressed with the large number 
of automobiles on these splendid State roads. They 
whizzed by one after another, all new and shiny. Evi- 
dently the voice of the automobile salesman had been 
heard in the land. Evidently installment buying of 
automobiles was not to be sneezed at! Why not enjoy 
your car while you pay for it? These magnificent 
and expensive new State roads, covered with shining 
new automobiles, going right through a farming com- 
munity that looked rather seedy and run down at 
the heels, made me do some considerable thinking. 

eS re 


How much are the cities and city people and State 
roads getting ahead of the country? Are the large 
cities draining away the people, the business and the 
money of the small places? How long can this con- 
tinue? Is it a tendency in the right direction? I 
brushed aside such thoughts. We have the State 
roads, haven’t we? They are certainly grand to travel 
on in a nice, soft-cushioned automobile with new bal- 
loon tires! It is fine to see the country whizz by. It 
is certainly uncomfortable to have an analytical mind 
that is always asking questions and making compari- 
sons! “Why not take the cash and let the credit go, 
nor listen to the rumble of a distant drum?”—as Omar 
says?? 

* * * 

In Evansville we received a warm welcome and a 
delicious dinner. Yes, our friends knew dear Ed Bush. 
The last time I had been in Evansville was 1906, when 
I called on Ed Bush and spent the night with him at 
his home on the Ohio River. Dear old Ed has gone 
to his last reward. After his death the manager of 
his hardware store sent me a letter from Bush ad- 
dressed to me, but only half-written. Bush’s hard- 
ware store, however, still goes on. I was very sorry 
that it was Sunday and that I could not call on the 
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boys. Nevertheless, I hope that they will read this 
article and know that I thought of them as I passed 
through Evansville. 

* % %& 

I only saw Evansville at night, but it surely has a 
very prosperous and metropolitan appearance. The 
streets were brilliantly lighted. They were filled with 
automobiles. I also noted that Evansville is inhabited 
by Americans! 

* * * 

Late at night our little party escorted me down to 
the main station and I bought a ticket and a Pullman 
sleeper with the usual surcharge for St. Louis. I felt 
very lonesome. For three days I had had a lovely 
time. My colored brother, the Pullman porter, had 
made up every berth, including mine, and there was 
no place to sit, so the only thing to do was to go to bed. 
I had gotten out of the habit of going to bed. In 
French Lick they really should charge only for food 
and not for rooms, because the rooms are not used 
very much! 

* * % 

However, before I went to sleep I thought about 
The Pullman Company. There goes that head of mine 
figuring on the business of other people. However, 
in a sense, it is my own business, because every move 
I have made on this trip, I have been up against the 
Pullman surcharge. All of the salesmen for my house 
—and they use Pullmans quite considerable—are also 
paying that surcharge. 

* * *% 


As I lay on my hard berth turning over whenever 
one side would get sore, I thought of a dinner I at- 
tended recently when we were addressed by Senator 
Robinson of Arkansas. Most of the talk at this travel- 
ing salesmen’s dinner was about this Pullman sur- 
charge. I gathered from the conversations that when 
the lamented Mr. McAdoo, at present of California, 
was the Railroad Administrator, he fixed up a little 
surcharge as a sort of “kitty” for the benefit of the 
railroads and The Pullman Company. It was figured 
out very simply. 

* r * 

For instance, my railroad ticket on the regular basis 
from New York to Mitchell, Ind., was $6. Now, the 
surcharge is 50 per cent of the price of the Pullman 
ticket. Therefore $3 is added to the regular price, 
making the charge $9. This extra $3, which, as far 
as I could learn at this dinner, is simply a present 
that the American public is giving to The Pullman 
Company and the railroads, is divided equally he- 
tween the railroads and The Pullman Company on a 
90 per cent basis—$1.50 to The Pullman Company 
extra and $1.50 to the B. & O. Railroad extra. 


* * *% 


Senator Robinson in his speech told us that this 
surcharge was a war measure. It is now eight years 
since the Armistice, but the surcharge still stands. 
Every business house in the United States that em- 
ploys salesmen pays this extra tariff. Every travel- 
ing salesman on commission who uses a Pullman pays 
this tariff out of his commissions. All of this is 
added to the cost of goods, and Washington tells us 
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that “the cost of distribution must come down.” Some 
things make us laugh. 
¥* * ¥* 


Senator Robinson said that twice a bill passed the 
Senate to repeal this surtax charge. Then, when it 
went to the House of Representatives, it was defeated. 
He said the grounds for this defeat were a terrific 
railroad lobby fighting the repeal. The point was 
made that the farmers needed lower railroad rates on 
their products. If this surcharge was removed, it 
would take away from the profits of the railroad and, 
therefore, the chances were it would postpone a re- 
duction of the rates on the products of farms. In 
other words, the farmers of the country were jollied 
along by promises. The Agricultural Congressmen 
listened to this talk made by the railroad lobby. The 
bill to repeal this surcharge was, therefore, defeated 
twice in the House of Representatives, but listen, 
Mabel, no one has yet heard of any reduction in 
freight rates on farmers’ products! 


K ” * 


Before leaving New York, after hearing Senator 
Robinson talk, I just called up my friend, Mr. Poor 
of New York, who writes Poor’s manual of statistics 
in his spare moments. I asked Mr. Poor, of The Poor 
Publishing Company, to give me a brief statement of 
The Pullman Company, and these are the figures given 
me over the telephone, taken from their statement of 
Dec. 31, 1925, covering that year: 








* * * 

“PULLMAN COMPANY STATEMENT: 
ne a ee re $18,490,323 
NS i dog wkeee wanes 12,546,004 
Miscellaneous operating income .... 87,090 
Non-operating income ............. 6,535,592 
TUE ees BEPUPEEE obec ecaceccccces $19,168,686 
I ein a ue Hemet eos 346,102 
NET INCOME ..... POUT TOTTI TT TTT $18,822,584 
ESSE $10,738,872 
Other appropriations ............. 2,114,601 
cet e a hehees awe eae 5,969,111 
Earned per share ............. eee 13.94” 

¥* %& * 


Poor, poor Mr. Pullman! All he made last year 
was $19,000,000. He had to declare almost $11,000,- 
000 in dividends, and then he was forced by circum- 
stances to credit nearly $6,000,000 to his surplus ac- 
count! Please note that item of profits in the non- 
operating income, $6,535,592. I wonder what that 
item is. My friend Mr. Poor did not tell me. I 
wonder if that is the 50 per cent of the surcharge!!! 

& e *% 


Now, wouldn’t it be nice if axes, for instance, were 
worth $12 per dozen, and the jobbers and the re- 
tailers could get a law passed to add a surcharge of 
$6 per dozen on the axes, making the net price $18 
per dozen? Then the jobbers and the retailer could 
split this extra $6 per dozen fifty-fifty—25c. per axe 





(Continued on page 86) 
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HEN the gripping report was re- 
ceived that Lieut.-Commander 
Richard E. Byrd had _ success- 
fully made an aeroplane flight 
to and over the North Pole, the 
entire world was_ interested. 
Newspaper readers visioned the 
specters of Admiral Peary, 

Amundsen, and other former explorers who had 
wended a tedious and heroic mush to the Pole, out 
of reach from civilization for many months. These 
specters seemed to wave encouragement and com- 
radeship to the intrepid Yankee flier who braved 
untold dangers to rediscover from the air the up- 
permost point on this planet. The artist has de- 
picted this visionary scene in a true manner. 





Even among hardware men little thought was 
given to the months of preparation which were 
necessary to make this trip a success. Little pub- 
lic thought was given to the painstaking care with 
which materials and equipment were chosen or to 
the many hours of experimental flying which was 
necessary so that Commander Byrd would know 
more about his task. Public thought was only of 
the glamor, the heroism and the skill of this bird 
man who flew a Fokker plane in the face of many 
natural obstacles. 


R. J. Atkinson Furnished Hardware 


Hardware merchants may well take pride in know- 
ing that a prominent hardware dealer played a 
silent yet vital part in the equipping of the Jose- 
phine Ford Arctic Expedition. R. J. Atkinson, of 
Brooklyn, N. Y., a director of the National Retail 
Hardware Association, had the privilege of furnish- 
ing considerable hardware, particularly machine 
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Some Hardware for Byrd’: S ; Polar Flight 


screws, brass and other metal parts used in the 
manufacture of three precision instruments carried 
by Commander Byrd. 


“These instruments are known as the earth in- 
ductor compass, the bubble sextant and a drift 
meter. Both airships were equipped with them. 
The compass was guided by the sun ray and re- 
sponded with exactitude to the sextant, which 
showed Byrd and Amundsen exactly when they 
reached the top of the world the moment they flew 
over the point. Both registered ‘normal’ as the ma- 
chines passed through the area where there was no 
longitude and no latitude. The drift meter filled 
in with the aforementioned devices through a new 
method to determine geographical positions,” says 
the Chat, a Brooklyn newspaper, in commenting 
upon the equipment of both Commandgr Byrd and 
Captain Amundsen. 


Left Brooklyn April 5 

On April 5 Commander Byrd, with the most mod- 
ern equipment ever assembled for an Arctic expe- 
dition, and a highly scientific crew, sailed from the 
Brooklyn Navy Yard on board the Chantier. He 
carried a three-engined Fokker plane, with which 
the successful flight to the pole was made, eight tons 
of provisions, and necessary equipment. 


The object of Byrd’s expedition was to prove that 
air navigation in the Arctic is feasible, that freight 
and passenger travel over the top of the world is to 
be realized in the future, to conquer the North Pole 
from the air, as a sporting adventure and a demon- 
stration of what a plane can do, and to hunt for new 
land in the unexplored areas of the Arctic. The 
flight was, as you know, made from Spitzbergen. 
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How the Charlotte Hardware Co., Charlotte, N. C., dresses up its window for the June bride season 


June Brides and Hardware Profits 


By H. L. Beshore 


66 7 HAT is so rare as a day in June” may 
sound rather poetical to start out a busi- 
ness story, but it’s a fact; there are rare 

business days in June for the hardware dealer. We 

have in mind, of course, the June bride business. 

In round numbers there are about 1,250,000 brides 
in this country who furnish new homes each year. 
This figure might sound a little abstract, but using 
it as a basis and knowing the population of the 
United States is 110,000,000, a little figuring shows 
us there is a bride for about every 100 people. If 
you live in a town of 10,000 there will be about 100 
brides in your town if it runs true to average. In 
our town, Marion, Ind., with a population of 24,000 
we figure on about 240 brides. 

Now brides are real prospects. Not only are their 
original purchases substantial, but if you please 
them with their initial order your chances are good 
for continued business. 


Field Worth Stimulating 


It has been apparent to us for years that this 
virgin field is worth cultivating. It means a little 
extra work, to be sure, but whoever raised a large 
family of profits on a small income of work? 

You already may be following a certain method 
to draw the June bride trade and if it is working 
satisfactorily, don’t change it. I will relate, how- 
ever, for those who may be looking for ideas to help 
them enlarge this type of business, how we have 
established a reputation for being headquarters for 
brides’ equipment. 

To establish such a reputation it seems best to 


concentrate on one essential commodity for creating 
the general effect. True, we as well as most other 
hardware stores carry several household articles 
appropriate for the bride, but in our publicity work 
—in making our impression on the trade—we have 
chosen cooking utensils. 

Here is our reason. It seems decidedly logical to 
us. And results have proved we must be nearly cor- 
rect. Food being one of the basic essentials of 
human sustenance, cooking utensils will always be 
a vital part of the bride’s initial equipment. While 
this old saying is somewhat trite it still remains true 
“that the quickest way to a man’s heart is through 
his stomach.” In fact, cooking utensils are the key- 
commodity with which we draw the June bride trade 
and incidentally upon which we hinge many other 
sales. 

Women Buy the Best 


The women of Marion—I believe all women for 
that matter—strive to buy the most up-to-date equip- 
ment. This was one of the factors that prompted 
us to select aluminum ware as a leading line of 
cooking utensils. To establish prestige and build 
good will naturally we feature a high grade, well 
known line. It is the most profitable for us and the 
most economical for our customers. 

There is perhaps no other line that offers more 
possibilities to exercise the “power of suggestion” 
in selling than cooking utensils. This is another 
reason why we make it one of our “lead” lines. And 
what we believe is a big factor, it gets the women 
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Indianapolis—National Headquarters 
and Convention City This Y ear 


Hardware Men from All Parts of the United States Will Gather at the 
Capital City of the Hoosier State for Convention of the National Retail 
Hardware Association During the Week of June 20th 


T least in name, In- 
dianapolis is pretty 
well established in 
the minds of most 
hardware men. As 
the home of the 
National Retail 
Hardware Associa- 
tion it has become 
a more or less fa- 
miliar name and 
many of the deal- 

Claypool! Hotel—Convention Headquarters ers have already 





had the pleasure of 
attending a national convention there for the Twenty- 
seventh Annual Congress of the national body to be 
held in the Hoosier city June 20 to 24 will be the 
third such gathering to be held there. In 1904, the then 
infant organization held its convention in the rather 
historic English Hotel, which still remains one of 
landmarks of the city. At that time the association 
had a membership of only slightly more than 3000. 

Again in 1914, the meeting was held in Indian- 
apolis, when the delegates represented a total mem- 
bership of 11,000. This year’s meeting promises to 
be the largest in the history of the organization with 
its present membership nearly double that of 1914 
and the meeting place located in approximately the 
center of population of the United States. 

To those who have not been privileged to visit In- 
dianapolis before, the 1926 meeting affords an oppor- 
tunity to combine a profitable business trip with an 
interesting pleasure tour. While the city may be con- 
sidered young as compared with some of our eastern 
cities which predate the Revolutionary War, it is 
still old enough to hold much of historical interest. 
When still a frontier village of only a few hundred 
population, it was selected as the capital when In- 
diana was admitted to statehood in 1816 and it was 
incorporated as a city in 1831. 

Although ordinarily thought of as a northern city 
and proud of her Civil War record on the side of the 
Union, Indianapolis has many characteristics of the 
typical South. Her “Hoosier hospitality’ smacks of 
that famous brand usually associated with the region 
below the Mason and Dixon line and she takes a 
justifiable pride in her literary men, who _ include 
James Whitcomb Riley, Booth Tarkington, Meredith 
Nicholson and Kin Hubbard, the caricaturist, and in 
her many famous statesmen. 

The visitor to the coming convention will find that 


Indianapolis is one of the few cities of the country 
which has been laid out and built according to a well 
conceived plan. The city covers an area of 50 square 
miles, the center of which is the celebrated “Circle.”’ 
Surrounding this spot, all blocks are marked off by 
streets running true to the points of the compass, 
north and south, east and west, with the exception of 
two arterial thorough-fares which cross the city diag- 
onally with their intersection at the Circle. 

In the Circle stands the famous Soldiers and Sailors 
Monument—a great shaft: of marble commemorating 
the Hoosier participation in the Civil War. This monu- 
ment is surpassed in heighth by only one other similar 
structure, the Washington Monument, and a trip to the 
top, reached by elevator, is well worth while. Fac- 
ing the Monument around the Circle still stand some 
of the buildings famous in the early development of 
the city, among them the English Hotel and the 
quaint Christ Church. 

Among the other points of interest in Indianapolis 
are the state capitol building, the world renowned 
Motor Speedway, the home of James Whitcomb Riley, 
the Federal Building, Butler University, the John Her- 
ron Art Institute, and old Fort Benjamin Harrison 
which lies about ten miles out from the city. Another 
war memorial dedicated to the soldier dead of the 
World War is now in the course of construction and 
when completed will be the most elaborate and artistic 
of anything of the kind of the country. This memorial 
is situated a short distance north of the Circle and will 
be in the nature of a plaza occupying five city blocks, 
on’ part of which will stand the national headquar- 
ters of the American Legion. The cost of this un- 
dertaking is placed at $10,000,000. 

The first business session of the 1926 hardware 
congress, which will have as its general subject, “The 
Future of Retailing,’ will be held Monday evening, 
June 21. Each succeeding session will be given over 
to a discussion of some concrete phase of the general 
topic, such as an analysis of the public’s buying mo- 
tives and tendencies, a study of selling methods, the 
growing problem of “service” and a survey of the 
relationship of the hardware dealer to the other mer- 
chants in his town and of the obligations to each other 
of the retailer, jobber and manufacturer. Consider- 
able work and effort on the part of the program com- 
mittee consisting of President R. W. Hatcher, Vice- 
President H. R. Beatty and Secretary H. P. Sheets, 
has resulted in what promises to be the most con- 
structive meeting in the annals of the organization. 

While the comprehensive schedule of business ses- 
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HE Federal Building, one of the archi- 
tectural triumphs of Indianapolis, is 


shown above. 









O not neglect to visit the State Capitol 

building (above) when in Indianapolis 
attending the National Congress. This 
building, surrounded by beautiful, well kept 
grounds is one of the Hoosier State’s out- 
standing attractions. The interior of the 
building contains much of interest. 


O the right is the Presbyterian Taber- 

nacle, typical of medieval architecture 
and one of the most beautiful and inter- 
esting buildings in Indianapolis. 








ISITORS to Indiana-‘olis must 
not neglect to visit this; beautiful 
monument, erected in memory of the 
soldiers and sailors who died during 


the Civil War. 
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sions is of course the prime object of the gathering, 
an entertainment committee composed of C. J. Pren- 
tiss, of the Van Camp Hardware and Iron Co., N. A. 
Gladding, of E. C. Atkins & Co., and G. L. Sheely, 
secretary of the Indiana Retail Hardware Association, 
have practically completed arrangements for a splendid 
program of entertainment which guarantees no idle 
moments for the visiting hardware men and their 
wives. These entertainment features, as now planned, 
include an afternoon theater party and a trip up the 
Monument, an auto trip to James Whitcomb Riley’s 
tomb and the Motor Speedway, a visit to the city’s 
parks, a tour of inspection and a luncheon at the 
Van Camp Packing Company and a luncheon and 
card party at one of the country clubs, all for the 
visiting ladies. In addition the evenings of the con- 
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vention will be made festive by a musical and liter- 
ary program followed by dancing at the Claypool 
Hotel on Tuesday night, a vaudeville program and 
dancing at the Columbia Club on Wednesday and an 
entertainment and dancing at the Country Club on 


Thursday. 
E. C. Atkins and Company has extended an invi- 


tation to the delegates to visit its 101% acre factory 


on Friday forenoon. 
Indianapolis has excellent hotel facilities and the 


Claypool Hotel which has been selected as conven- 
tion headquarters will also house the business 
meetings in its assembly hall which being located 
on the top floor promises comparative comfort even 
in the hottest weather. 








Tuesday Afternoon, June 22 
For the ladies. 


Ticket to Circle Theater and trip up the 
Soldiers and Sailors Monument. 


Tuesday Evening 


8:00 o’clock—Claypool Hotel. 
Community Singing. 
Shubert’s Quartette. 

Musical Program. 

“Hoosier Welcome’”—Meredith Nicholson. 
Hoosier Humorist Poet—William Herschel. 
Light refreshments served. 
Dancing, 9:00 to 12:00. 


Wednesday, June 23 
For the ladies. 


11:00 A. M.—Auto Trip to Riley’s Tomb 
and Motor Speedway. 
Luncheon and Card Party at Indianapolis 
Country Club. 








Program of Entertainment 


Wednesday Evening 
8:00 o’clock—Ballroom, Columbia Club. 
Vaudeville Program. 
“Old Hardware Store.” 
Refreshments and Favors. 
Dancing from 10:00 to 12:00. 


Thursday, June 24 
For the ladies. 


11:00 o’clock—Visit Garfield Park and 
Sunken Gardens. 
Tour of Van Camp Packing Co., including 
Luncheon. 
Auto Tour of Boulevards and Parks. 


Thursday Evening 


8:00 o’clock—Country Club. 
“Indiana Mermaids.” 
Fancy Diving _ Swimming. 


and. 
Refreshments and Favors. 
Dancing 9:00 to 12:00. 


Friday, June 25 
Tour of Factory of E. C. Atkins & Co. 

















Service 


UR employers except us fellows behind the 

counter to give service, not only in the sense that 
we should serve them and serve customers, but 
that we should give to every sale the added service 
of knowing our goods. How often a sale is lost mere- 
ly because we do not know what our merchandise 
will do, or will not do! 

There are hundreds of items in a hardware store 
and, perhaps, it is a difficult matter to know every- 
thing about them, but we should study our goods 
and learn all we can concerning them. We should be 
able to demonstrate intelligently such items as re- 
quire demonstration. We can learn a great deal from 


personal experience with our goods at home, by using 
them ourselves. It is not necessarily difficult to learn 
the stock in a store, but it takes time and study to 
know the goods and to be able to sell a customer the 
proper article for a specific purpose. If we would 
but study our goods and use them when possible, I 
am sure we would be able to give a much greater 
service. 

To my mind, the greatest service that a salesman 
can give to a sale, is his ability to impart to his cus- 
tomers the knowledge which he has gained through 
study and experience with his merchandise. 

“Give service as you serve.”—W.D.M. 
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of Indianapolis’ well know institu- 
tions to which the Hoosier State 
may well point with pride. 


_—— 











ASHINGTON Street, one of the busi- 
est thoroughfares in the city of In- 
dianapolis (to the left). Wide, well paved 
and lined with many attractive buildings, 
this street is typical of the State Capital’s 










business section. 





At the right is shown the home of James 
. Whitcomb Riley, the well known poet. 
In this beautiful but unpretentious building 
the Hoosier poet wooed the MUSE and 
produced some of his most outstanding 
poetical contributions. 
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(government Interference with Normal Business 


Discussed by Mill Supply Mfrs. and Jobbers 


Annual Convention of American Supply and Machinery Manufacturers Asso- 
ciation at Hotel Statler, St. Louis, May 18-20, Attended by Many Members— 
Numerous Trade Problems Are Brought Up and Discussed 


ment agents and agencies with the normal process of legiti- 


J 1EWING with increasing alarm the interference of govern- 


mate business, members of the American Supply and Machin- 
ery Manufacturers Association, assembled in annual convention at 
the Hotel Statler, St. Louis, May 18, 19 and 20, authorized a com- 
mittee to take up with the more than 500 organized trade bodies 
in the United States the proposition of holding a meeting at some 
central point to “consider ways and means of bringing forcibly to 
the attention of Congress the necessity of amending the Sherman 
and other so-called anti-trust laws so that business can function 


fearlessly along legitimate lines.” 


The executive committee was instructed to aid the special com- 
mittee, headed by Dixon C. Williams, Chicago Nipple Mfg. Co., in 
accomplishing its purpose of uniting these trade associations into 
a concrete body with a definite aim, and a sum not to exceed $500 
was appropriated to defray the organization’s portion of total ex- 
penses of the centralized campaign against governmental “snoop- 


ing’ in purely business channels. 


The convention, which was held in 
conjunction with that of the Southern 
Supply and Machinery Dealers Asso- 
ciation, was distinguished by the close 
attention given to the discussion of the 
various business problems facing mem- 
bers. 

Buyers were advised to build friend- 
ships with those from whom they pur- 
chase, as well as with those to whom 
they sell, by K. H. Taylor, general pur- 
chasing agent Illinois Glass Co., Alton, 
Ill., in a paper on “Is It Economical 
Purchasing for a Large Corporation to 
Go Shopping Around?” He said that 
the desirability of “shopping around” 
should be limited to known and reli- 
able sources of supply, where the 
prices, goods and service will be to the 
buyer’s advantage. 


Steady Run of Business 


“In certain lines of manufacture and 
distribution there are well established, 
responsible manufacturers and dealers. 
Confine inquiries and orders princi- 
pally to them, the best goods and as- 
sured deliveries, and in the long run 
you will buy to best advantage. A 
steady run of business placed with a 
limited number of shippers will result 
in greater volume for them, which will 
bring not only low prices, but also in- 
terest in making favorable quotations 
to secure orders. Such practice also 
will set up connections that know what 
you want and how you want it. It will 
assist in the formation of personal 
friendships that will carry you through 
emergencies and give you a preferred 
standing when goods are scarce or in 
heavy demand.” 








In the purchase of raw materials or 
supplies on a large scale, in the in- 
vestment of money in machinery and 
equipment, in planning for changes in 
or the expansion of manufacturing op- 
erations, not only is it economy but 
also wisdom to cover thoroughly all 
sources of supply, stated Mr. Taylor. 
This does not necessarily imply a pur- 
chase from the lowest bidder, because 
all of the factors of quality, guarantee 
of uniformity and performance, service 
and delivery must be figured in the 
price. “Shopping around” in such in- 
stances is good business. However, in 
buying goods for general use around 
manufacturing plants it is well to 
standardize upon certain items and 
contract for requirements over a period 
of time.. This policy usually follows 
the process of trial and elimination of 








D.. S. -Brisbin 





competitive goods in the same line. In 
this sense it pays to “shop around” 
until some definite decision is reached. 

Mr. Taylor expressed doubt regard- 
ing the advisability of broadcasting 
inquiries for prices to every possible 
source of supply on each and every 
item, large or small, a- practice gen- 
erally followed by railroads. Price is 
usually the factor. Manufacturers 
know that the inquiry has been broad- 
cast and therefore their responses 
often are perfunctory and no special 
effort is made to secure the business. 

Denunciation of the price cutter was 
voiced by Mr. Taylor, who declared that 
those who “make a practice of placing 
business at cut prices aid and abet the 
chronic disturber of business. Send out 
inquiries and buy on price alone, and 
you establish your own reputation in 
the trade as a purchaser of cheap 
goods. This reputation will reflect upon 
your business judgment and classify 
you as an undesirable customer among 
those who insist upon a fair profit or 
no sale in marketing their products. 
You get only what you pay for.” 


Buyer and Seller 


There are instances in the relation of 
buyer and seller in which continued 
use of certain materials has led to one 
exclusive source of supply, and no at- 
tempt is made to place business upon 
a competitive basis. Under such cir- 
cumstances, according to Mr. Taylor, 
buyers must be careful not to get out 
of touch with markets and not to kill 
interest of competitors in endeavoring 
to obtain some of their business. If 
they limit their purchases to one source 
they will ignore the fact that “some 
one else may have something equally 
good to offer at a lower price, or 
something of superior merit at as good 
a price, but this information remains 
unknown because an opportunity is not 
given to submit it.” 

Buyers should not expect manufac- 
turers to take back surplus stocks, but 
the latter should cooperate in distrib- 
uting them without loss to the jobbers 
if possible, declared John F. Hazen, 
Pittsburgh Steel Co., Pittsburgh, in 
discussing the policy of some manu- 
facturers to allot more tonnage to the 
dealer than his necessary stock re- 
quirements, with the result that the 
market is demoralized when the sur- 
plus is unloaded. He said that the 
manufacturer sometimes can dispose 
of certain items in some other terri- 
tory and the dealer should not hesitate 
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to ask for such assistance. However, 
the former should not be expected to 
stand the charges for freight or other 
expenses or losses. 

Mr. Hazen said that in routine busi- 
ness special sales should be avoided, 
but should they become necessary in 
connection with surplus materials they 
should be given due publicity and 
should be restricted to a brief period 
of time. He emphasized that the whole- 
salers’ warehouse is the storeroom on 
which the community depends, and it is 
an indispensable necessity to the man- 
ufacturer. Therefore, the wholesaler is 
entitled to purchase goods favorably 
so as to compete with other distribu- 
tors. The consumer has no just ground 
for complaint if he pays for his sup- 
plies proportionately to his capacity 
and standard of earnings. It is logical 
that he should pay a fair price which 
will afford in the ordinary distribution 
of goods a reasonable profit each to the 
manufacturer, wholesaler and retailer. 

“We must bear in mind that the 
amount of business we can do is limited, 
and we should direct our efforts toward 
sharing in a fair profit on what is 
available rather than attempt to corral 
too great a share on conditions that are 
destructive and unremunerative,” re- 
marked Mr. Hazen. He stated that 
there is no substitute for the salesman 
in distribution. A concern is judged by 
the character of its representatives. 


Selling Below Market 


HARDWARE AGE 


& Shafting Co., Chicago, declared that 
the manufacturer loses money on 
every odd size he makes, and possibly 
the solution is for the consumer to 
pay a premium for it. 

Many other subjects were discussed 
at the joint sessions of the two asso- 
ciations. Lucien M. Harris, financial 
editor St. Louis Globe-Democrat, talked 
on “Commercial Sportsmanship,” 
while George Winship, Fulton Supply 
Co., Atlanta, Ga., introduced the topic 
“Compensation to Dealer on Manufac- 





turers’ Direct Sales.” Hand-to-mouth 
_ buying was discussed by David C. 
Jones, Lunkenheimer Co., Cincinnati, 


and D. D. Peden, Peden Iron & Steel 
| Co., Houston, Tex. K. G. Merrill, M. B. 
Skinner Co., Chicago, made an address 
on “Specialty Salesmanship.” The need 
of a uiform contract was stressed by 
_T. F. Bailey, Banks-Miller Supply Co., 
Inc., Huntington, W. Va. “Dealer or 
| Curbstone Broker—Which?” was the 
‘discussion introduced by J. B. Crim- 
mins, Mills & Lupton Supply Co., Chat- 
| tanooga, Tenn. Merritt Lum, pub- 
'lisher System, Chicago, talked on the 
| “Elimination of Waste in Mill Supply 
| Distribution from the Outsider’s View- 
| point.” 

| President’s Report 

| In his report as president of the 
American Supply and Machinery Man- 
_ufacturers Association at the opening 
session of that organization’s conven- 
tion, John C. Ruf, I. B. Williams & 
Sons, Dover, N. H., stated that man- 


Declaring that when “we sell below | 


the market we are dissipating profits | 
that rightly belong to our stockhold- | 


ers,” Mr. Hazen stated that it is not 
difficult to reduce prices, but to restore 
the market is quite a different problem 
and may be a matter of months. The 
total consumed over a period of time 
will not vary noticeably, whether the 
price is slightly lower or higher. In 
overbuilt industries the effort of one 
manufacturer to run in excess of others 
is commendable, if accompanied by the 
proper selling methods or improved 
goods, but where the manufacturer re- 


sorts to “buying” business the reflec- | 


tion on the general market is inev- 
itable. Control of resale markets then 
passes to other hands. 
desirable to manufacturer and mer- 
chant, is impossible. 

Quality purchases and large stocks 
by distributors are not always profit- 
able. In fact, they are not essential 
today in view of the excellent trans- 
portation facilities and the quick de- 
liveries by mills. However, well as- 
sorted stocks are essential and dis- 
tributors should not allow their stocks 
to become depleted. 

In a discussion of “Odd Size Mate- 
rial,” J. L. Pitts, Brown-Roberts Hard- 
ware & Supply Co., Ltd., Alexandria, 
La., said that it is difficult to deter- 
mine odd sizes, because they differ in 
various consuming industries. He stated 
that the program of standardization 
and simplification of the Department 
of Commerce is making progress in 
assisting in the elimination of odd 
sizes. S. A. Ellicson, Chicago Pulley 


Stability, so | 


en 
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John Hazen 


ufacturers are realizing more each 
year the advisability of marketing 
products through dealers. While busi- 
ness has been going through a period 
of readjustment similar to the down- 
ward movements which occurred in the 
spring months of 1924 and 1925, at this 
time all of the financial reports are 
encouraging. There is nothing basically 
wrong anywhere, but Americans have 
become supersensitive. Mr. Ruf 
pointed out the fact that the associa- 
tion has showed a gain in member- 
ship, despite the inability to hold a 
triple convention in the past two years 
with the National Supply & Machinery 
Dealers Association. He paid a tribute 
to the work that has been done by F. D. 





Mitchell, secretary-treasurer. Inci- 
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dentally, Mr. Mitchell became ill dur- 
ing the convention and was compelled 
to return to his home in New York. 

Dixon C. Williams, chairman of the 
industrial legislation committee, made 
an address on the work accomplished 
in the past year, and outlined a pro- 
gram which later was embodied in the 
resolution calling for remedial legisla- 
tion against governmental interference 
in business and trade associations form- 
ulated for the interchange of business 
ideas and working toward the stabiliza- 
tion of prices on a profitable basis to 
the manufacturer. 

D. S. Brisbin, Columbus McKinnon 
Chain Co., Columbus, Ohio, was elected 
president of the association for the com- 
ing year. Other officers are R. B. Skin- 
ner, Skinner Chuck Co., New Britain, 
Conn., first vice-president; A. R. Web- 
ber, H. B. Sherman Mfg. Co., second 
vice-president; J. H. Williams, J. H. 
Williams & Co., Buffalo, third vice- 
president. Members of the executive 
committee are W. C. Henning, A. 
Leschen & Sons Rope Co., St. Louis, 
chairman; C. O. Drayton and Horace 
Armstrong, Armstrong Brothers Tool 
Co., Chicago; W. H. Glatt, Victor Ba- 


lata & Textile Belting Co., New York; 


and W. F. Wright, Wright Mfg. Co. 
One of the greatest problems in busi- 
ness today is the disposition of some 
distributors to sell in fields not in their 
logical territory, said George Winship 
in his annual report as president of the 
Southern Supply and Machinery Deal- 
ers Association. Factors that deter- 
mine the territory of a jobber should 
be the amount and variety of the mer- 


'chandise he handles, his location, the 


location of his competitors and the size 


and completeness of their stocks, the 


‘number of prospective customers and 











transportation facilities. In the main, 
jobbers should confine their operations 
to that territory in which they can 
give their customers equal or better 
service than their competitors and in 
which transportation charges are in 


their favor. 
Net Profits 


Speaking on the subject of net prof- 
its, Mr. Winship declared that the aver- 
age in the association in the past year 
was less than the réturns the members 
would have received from Government 
bonds. The reason for this small mar- 
gin is to be found in the desire of some 
jobbers to increase their volume at any 
cost. The result has been almost ruin- 
ous competition in the mill supply 
trade. Mr. Winship suggested that 


“we must put a price on our merchan- 


dise which covers the flat cost, the 
cost of operations and a _ reasonable 
profit, and then adhere to that price.” 
Reports from members of the asso- 
ciation show a reasonably satisfactory 
increase in volume of business recent- 
ly, but in a very few instances has 
there been a satisfactory profit or a 
reduction in overhead, according to Al- 
vin Smith, Smith-Courtney Co., Rich- 
mond, Va., in his report as secretary- 





(Continued on page 94) 
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Nutmeggers’ President Addresses Boosters— 
Is Made Honorary Member of N. Y. Organization 


President Leon Schwartz of the Nutmeggers Gives Interesting Talk to 
Hardware Boosters at Meeting May 23—lInvites Boosters 
To Participate in June Nutmeggers’ Meeting at New 
Britain—Special Booster Delegation Planned 


EON SCHWARTZ, 


representative, the Patterson-Sargent Co., 


was the guest and speaker at the monthly meeting of the Hard- 
ware Boosters (New York) held in the Hardware Club, 253 Broad- 
way, New York City, Saturday, May 22. Mr. Schwartz as presi- 
dent of the Nutmeggers, a kindred organization in Connecticut, 


brought the greetings of that association to the Boosters. 


He told 


how the Nutmeggers was formed 15 months ago with the assistance 
of Seymour Sears and Charles J. Heale, both members of the 


Boosters. 


The Nutmeggers’ plan of organization was based largely 


on the experiences and working of the Boosters, he said. 


Mr. Schwartz explained the Nutmeg- 
gers’ meeting plan. At each monthly 
meeting, he said there were one or two 
prominent speakers, who came _ as 
guests. These men would offer their 
talks immediately fellowing the sup- 
per. Then came fifteen minute talks 
by at least two members of the Nut- 
meggers, the latter to talk on their own 
lines, bringing their sample kits or any 
display material useful in illustrating 
their selling talks. Routine business 
follows the talks. This plan enables 
the prominent speakers to leave early 
if they wish. Incidentally, none of them 
ever do leave until the meetings are 
over. Mr. Schwartz expressed appre- 
ciation for the cooperation which the 
Nutmeggers received from HARDWARE 
Acr. In closing he invited all Boosters 
to attend Nutmegger meetings when- 
ever possible. 

On motion of L. H. Johnson, Mas- 
back Hardware Co., Mr. Schwartz was 
made an honorary member of the 
Hardware Boosters. He is the first 
man to be so honored. 

Chief Booster Robert Taylor, Star 
Expansion Bolt Co., presided. He of- 
fered the official introduction and ap- 
preciation to Leon Schwartz and gave 
him a message of friendship to take 
to the Nutmeggers. Secretary Roy C. 
Schmidt, Stanley Works, read the min- 
utes of the previous meeting and read 
all communications received by the 
Boosters. 
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Junior Chief Booster Charles Pincus, 
Stanley Works, gave his report as 





chairman of the entertainment com- 
' mittee. 
ticularly to the recent and most suc- 
‘cessful Beefsteak Party held by the 
| organization. 
'was extended to this committee. 
two other active members are Bert Con- 


The report was devoted par- 


A rising vote of thanks 
The 


ner, Pike Mfg. Co., and Fred Hinch- 
man, John Russell Cutlery Co. 


A rising vote of thanks was also ac- 
corded to Booster Charles J. Heale, 
managing editor HARDWARE AGE, for 
the complete report of the Beefsteak 
Party which appeared in that publica- 
tion. 

O. E. Watts, E. C. Atkins & Co., and 
R. F. Andrews, Federal Lamp Division 
of the General Electric Co., were in- 
troduced and welcomed as new mem- 
bers. Mr. Andrews commented on the 
growing importance of the hardware 
trade as a channel for the distribution 
of electrical equipment, particularly 
lamps. 

Prompted by the invitation of Nut- 
megger President Leon Schwartz, Bert 
Conner suggested a Hardware Booster 
delegation arrange to attend the June 9 
meeting of the Nutmeggers to be held 
at the Hotel Burritt, New Britain, 
Conn. Llew S. Soule, editor HARDWARE 
AGE, will be the speaker for the eve- 
ning. A delegation of eight will attend. 





National Paint & Varnish 
Ass’n Entertained by the 
Pittsburgh Local Club 


Once each year the Pittsburgh Paint, 
Oil and Varnish Club entertains the of- 
ficers of the National Paint, Oil and 
Varnish Association, and this year the 
affair was held at the Pittsburgh Field 
Club, with golf in the afternoon and 
dinner in the evening, at which R. B. 
Robinette of Cleveland, president of 
the National association, and R. F 
Johnston of Cincinnati, vice-president 
of the Central Zone, were the honor 


guests. 
C. J. Caspar, Pittsburgh Plate Glass 





Co., was toastmaster at the dinner and 
introduced Mr. Johnston and Mr. Rob- 
inette, who spoke briefly. Mr. Johnston 
urged more liberal education of sales- 
men in paint, its manufacture and util- 
ity, all with the idea of increasing 
sales. He thought business also would 
be helped if master painters could be in- 
duced to seek business, instead of wait- 
ing for it to come to them. 

Mr. Robinette devoted his talk to the 
various activities of the National asso- 
ciation and praised the work that had 
been done and still was being done by 
the Clean-up and Paint-up and Save 
the Surface Campaigns. Walter Mc- 
Ghee presided at a short business ses- 
sion, which followed the dinner. 
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Dash and Rodin Establish 


Providence Jobbing House 


The Dash-Rodin Hardware Co., man- 
ufacturers’ agents, 101 Bradford Street, 
Providence, R. I., consisting of Ira F. 
Dash, formerly of Dash & Beerman, 
Providence, and Louis Rodin, New 
England representative of the L. S. 
Knoek Co., Hartford, Conn., have estab- 
lished a hardware jobbing business at 
the above address. 

The new firm will act as manufactur- 
ers’ agents and jobbers of hardware, 
tools, cutlery, automobile and radio 
merchandise, and is anxious to obtain 
catalogs and price lists from manufac- 
turers. 





Seventh Dist. Texas Ass’n 
Elects Geo. Watkins Pres. 


The annual convention of the seventh 
district, Texas Hardware and Imple- 
ment Dealers’ Association, was held at 
Austin, Tex., May 21. Many vital 
problems of interest to dealers in the 
Lone Star State were discussed and 
more than one hundred and fifty mem- 
bers were present at the meeting. 

George M. Watkins of Llano, Tex., 
was elected chairman of the seventh 
district at the annual meeting. 





Cap Screw & Nut Company 


Opens Jersey Warehouse 


The Cap Screw & Nut Co. of Amer- 
ica, 290 Hudson Street, New York City, 
has established a branch warehouse and 
office at 15 Kirk Place, Newark, N. J. 

The firm is the Eastern representa- 
tive of the Hill Products Corp., Chicago, 
and the Superior Screw & Bolt Mfg. 
Co., Cleveland. 

A complete stock of the products of 
the above companies will be carried in 
the New Jersey warehouse. 





Associated Hardware 
Merchants to Move 
General Offices 


The Associated Hardware Mer- 
chants, an organization for the ser- 
vice of the retail hardware merchants 
of the Northwest, will move into larger 
quarters the first of June. The present 
quarters at 715 Andrus’ Building, 
Minneapolis, have grown too small for 
its office activities, and new office space 
has been secured at 207 Transportation 
Building. 

The new offices, located in the loop 
district, are commodious enough to 
allow for considerable expansion for 
the organization. 

The work of the organization in- 
cludes many activities, embracing co- 
operative buying, stock sales, trustee- 
ships, receiverships and collections for 
the merchants. Dealers are expressing 
themselves as well pleased with the 
work being done. 
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New Personnel Elected 
by Pike Mfg. Company 





Herbert E. Smith Succeeds the 
Late Edwin B. Pike as Presi- 
dent—Fred N. Rix Elected 

Secretary and Treasurer 


At a recent meeting of the board of 
directors of the Pike Manufacturing 
Co., manufacturer of razor hones and 
strops, oilstones and abrasive special- 
ties, Pike, N. H., Herbert E. Smith was 
elected president and general manager 
of the company, to succeed the late Ed- 
win B. Pike, whose death was an- 
nounced in these columns some weeks 
ago. 

Fred N. Rix was elected treasurer 
and secretary. Mr. Rix became actively 
engaged with the company in July, 
1923. He served in various minor ca- 
pacities at the home office, factories 
and on the road, until his appointment 
as assistant to the general manager in 
May, 1924, in which capacity he served 
until his election as secretary-treasurer. 

Mr. Smith, the new president, has 
been with the Pike company for over 
twenty-six years, as clerk in the gen- 
eral office, as stenographer, confidential 
clerk to the late president, advertising 
manager, secretary-treasurer and gen- 
eral manager. His executive positions 
have been held since 1906. 





New Hardware Store Is 
Organized in Louisiana 


The Ike Greenwald Supply Co. has 
recently been organized by Ike Green- 
wald at Winnsboro, La. Work is under 
way on the construction of a new hard- 
ware and furniture store in that city 
and it is planned to open on or about 
June 15. 

Mr. Greenwald, the proprietor of the 
new enterprise, was for the past seven 
years identified with the Greenwald 
Hardware, in Winnsboro, with his 
brother, Julian Greenwald. 

Jobbers and manufacturers are re- 
quested to send the new firm catalogs 
and price lists. 





Department Heads Ass’n 
Formed at Devoe & Raynolds 


Department heads, factory superin- 
tendents and retail store managers of 
Devoe & Raynolds Co., Inc., in the New 
York metropolitan district, which em- 
braces New York City, Brooklyn and 
Newark, have formed a department 
heads’ association with headquarters at 
the general offices of the company, 1 
West Forty-seventh Street, New York. 

The object of the association is three- 
fold: First, to settle among the mem- 
bers themselves questions and problems 
which affect the efficient operation of 
the various departments and which in 
the past have required the action of the 
general management; second, to foster 
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a stronger bond of unity and coopera- 
tion between the factory, store and 
headquarters’ members by giving them 
a common interest and by personal con- 
tact with one another; and third, to 
submit to the general management sug- 
gestions and recommendations for 
changes in present operating methods 
or for new practices which, in the opin- 
ion of the association, would prove of 
advantage to the company. 

The association was formed at a 
meeting which was attended by more 
than thirty department heads, factory 
superintendents and store managers, 
with their assistants. 





Hardware Trade Represented 
at Boxing and Crating Course 


Representatives of machinery and | 


hardware manufacturers predominated 
in the twenty-seventh short course in 
boxing and crating given May 10-15 at 
the United States Forest Products 
Laboratory, Madison, Wis. Among the 
other industries represented were the 
box, electrical equipment, furniture, 
confectionery and glass trades. 
Nineteen men took the course. One 
was the _ thirteenth representative 
which his firm has sent to take the 
course, and two others were seven- 
teenth and eighteenth from their firm 
to attend. The students’ tuition fees 
of $100 each and their expenses for 
the week are paid by their employers. 





Billings & Spencer Co. Again 
Appoints W. R. Tomlinson 


Effective May 1, the Billings & 
Spencer Co., manufacturer of drop 
forged tools, wrenches and pliers, Hart- 
ford, Conn., announces the appoint- 
ment of William R. Tomlinson as vice- 
president and factory manager. 

Mr. Tomlinson and F. C. Billings, 
president of the firm, were apprentice 
boys together in Pratt & Whitney Co., 
many years ago. 

From 1900 to 1918 Mr. Tomlinson 
was connected with Billings & Spencer 
as works manager. He left to go to 
Pratt & Whitney, and has been em- 
ployed there until recently. 

Arthur W. Fox continues as general 
manager of the Billings & Spencer 
company. 

Another change recently effected at 
Billings & Spencer was when W. Roy 
Moore was promoted from purchasing 
agent to sales manager following the 
resignation of J. H. Dowd. 





Ike Aikon Resigns 


Ike Aikon, 229 Columbia Road, Dor- 
chester, Mass., has resigned from the 
firm of Crowe McGarvey Co., Boston, 
Mass., sales agents for Vaughan & 
Bushnell, McKinney Manufacturing 
Co., and the Sands Level and Tool Co. 

Mr. Aikon has announced no plans 
for the immediate future. 
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Change in Management 


Old Ohio Hdw. Firm 


Hartley Hardware Co. Becomes 
Irwin & McCommon Hard- 
ware Co.; A. Hartley Re- 
signs and Will Retire 


Announcement has been made by A. 
Hartley of the Hartley Hardware Co., 
East Palestine, Ohio, to the effect that 
he has disposed of his interest in that 
firm to John H. Irwin and Donald B. 
McCommon, and that the store will 
hereafter be conducted under the firm 
name of the Irwin & McCommon Hard- 
ware Co. 

The company’s store, which occupies 
practically the entire Yoder Block on 
the main street of the city, is consid- 
ered one of the best business locations 
in the city. 

Mr. Hartley entered the hardware 
and building supply business in 1907, on 
East Taggart Street, but in 1913 moved 
to the Yoder Building, then lately 
erected and restricted his line exclu- 
sively to hardware. During these years 
he has gathered to himself a host of 
friends, who will wish him well in what- 
ever line of activity he may decide to 
follow. 

The two young men, Messrs. Irwin 
and McCommon, who comprise the new 
management, are well known to the 
community and have the asset of a 
wide and favorable impression already 
made. Mr. Irwin has had a business 
training in the hardware line and comes 
to a partnership in the business with a 
background of valuable experience. 
Mr. McCommon has had a wide experi- 
ence in business and industrial affairs, 
he being in a responsible position with 
the National Tire & Rubber Co. in the 
office, where a splendid opportunity 
has been his to gather experience 
touching successful business manage- 
ment, a very important factor in any 
concern. 

In retiring, Mr. Hartley feels appre- — 
ciative of the courtesies that were be- 
stowed on him by the buying public 
and by his associates in business on the 
street. The new proprietors enter the 
field, hoping to prove worthy of confi- 
dence and a share of the trade. 





National Stove Co. Now 
Direct Action Stove Co. 


Effective June 1, the National Stove 
Company Division of the American 
Stove Company announces a change in 
corporate name to the Direct Action 
Stove Company Division. 

This change has been brought about, 
as the name Direct Action has been so 
identified with the product, both in na- 
tional and local advertising, according 
to the firm’s announcement, and there- 
fore it has been deemed advisable to 
change the name of the company to con- 
form with the product. 
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General Market News 








Current Hardware Demand Good— 
May Volume Very Satisfactory— 
Collections Show Improvement 


(CU resss i demands for staple and seasonal hardware are fairly 


heavy in the various important wholesale markets. 


Jobbers 


report a very satisfactory volume during the month of May and 
the majority interviewed state that May, 1926, business is considerably 


greater than the total for the same month of 1925. 


It is doubtful, how- 


ever, if aggregate spring goods volume will equal last year’s total, due 
to the lateness of the spring weather and spring goods demand. 
The triple holiday observed by many showed an effect on retail 


sales with city stores. 


Dealers’ stocks are said to be very light. -Whole- 


salers say that demands for prompt deliveries were never as insistent 


or aS numerous as at the present time. 
Collections in most cities are showing definite improvement. 





Automobile Output at New 
High Record 


Automobile production in the United 
States and Canada during April ag- 
gregated 402,574 passenger cars and 
53,268 trucks, according to the report 
of the Commerce Department. This 
figure for passenger cars represents 
a record production for any normal 
month in history. Production in Octo- 
ber last exceeded this figure by about 
6000 cars, but that month is not con- 
sidered comparable, as it followed im- 
mediately after a period of low produc- 
tion during which radical revisions in 
the style of automobiles were being 
advertised. 





Simplification Meeting June 9 
on Trap Screw Ferrules 


Proposed elimination of superfluous 
sizes of trap screw ferrules will be 
discussed at a meeting with the Divi- 
sion of Simplified Practice and the 
National Committee on Metals Utili- 
zation, at the Department of Commerce 
on June 9. On June 10 there will be a 
conference to discuss recommendations 
for simplification of hollow metal doors 
and trim. On June 16 a similar con- 
ference will concern straight roller 
bearings, while on June 17 there will 
be a general discussion concerning the 
problem of simplification of radiators. 





Steel Ingot Production 70 Per 
Cent of Capacity 


Steel ingot production in the Pitts- 
burgh and nearby districts is around 
70 per cent of capacity, but with finish- 
ing mill operations generally growing 
smaller, the prospect is that steel works 
output will decline further. 

One merchant furnace 


has. been 








blown out since a week ago, and a 
Pittsburgh district steel company stack 
is likely to be blown out in the next few 
days. Continued dullness has finally 
begun to tell on the prices of pig iron 
at Valley furnaces, and as some of the 
producers have been shipping west at 
prices 50c. a ton below recent quota- 
Lions, the effort to maintain the mar- 
ket here is not succeeding. 





Seasonal Lines Are Active in 
Pittsburgh Territory 


Seasonal lines still are showing a 
good deal of activity in Pittsburgh, and 
on the whole there is a good deal 
more satisfaction over business among 
both jobbers and retailers than there 
was a short time ago. It seems doubt- 
ful, however, that spring business will 
average as large as that of a year ago, 
because the season has been shortened 
very materially by backward weather 
conditions, and the loss of sales in a 
number of lines probably will not be 
retrieved. Prices generally are hold- 
ing steady. New prices have appeared 
on weather strips and show advances 
of from five to ten per cent on the 
various types. Collections are not yet 
regarded as good in this district, but 
are somewhat better than they were a 
short time ago. 





Bolt, Nut and Rivet Merger 


Negotiations that are being conducted 
by the Lamson & Sessions Co., Cleve- 
land, for the purchase of the Kirk 
Latty Co., Cleveland, have reached a 
point which indicates that the merger 
will be effected and a formal announce- 
ment of the acquisition of the latter by 
the former is expected in a few days. 
Both companies manufacture bolts, nuts 
and rivets. 





Domestic Exports of Plate 
and Window Glass from the 


U.S. in March, 1926 


According to a statement published 
by the Department of Commerce, there 
were 2459 boxes of common window 
glass, each containing 50 sq. ft., and 
valued at $13,903, exported from this 
country during the month of March, 
1926. Of the total, 1341 boxes, valued 
at $6,346, went to Cuba; Mexico took 
553 boxes, worth $3,298, and Panama 
223 boxes, valued at $1,118. 

There were 128,767 sq. ft. of plate 
glass unsilvered exported during the 
same month, the total value being $32,- 
893. The countries taking the largest 
amounts were: Japan, 89,951 sq. ft.; 
9% 15,984 sq. ft., and Cuba, 10,310 
sq. ft. 

Other window and plate glass was 
exported during the month to a total 
~! 177,214 pounds and valued at $14,- 
391. 

Shipments of plate and window glass 
from the United States to non-contigu- 
ous territories during the month of 
March were as follows: 


Sq. Ft. Drs. 
I sia a eal a al alas 4,135 710 
) - “¢(iceveunwate 65,436 6,144 
Pe SD wcwesan ces 44,341 5,442 


Business activity continues to run 
ahead of 1925, both as respects the 
week ended May 1, the month of April, 
and the year to date, according to the 
weekly statement of the Department of 
Commerce. —The Glass Budget. 





Freight Loadings Pass 
Million Car Mark 


For the first time for any one week 
so far this year, loading of revenue 
freight exceeded one million cars dur- 
ing the week ended on May 15, accord- 
ing to reports filed today by the 
carriers with the car service division 
of the American Railway Association. 

The total for the week was 1,030,162 
cars. 

This is the earliest period in any year 
on record that one million cars of 
revenue freight have been loaded dur- 
ing any one week. The nearest ap- 
proach to this figure was for the week 
of May 22, 1923, when 1,015,532 cars 
were loaded with revenue freight. In 
1924, however, the million mark was 
not reached until August, while last 
year it was July. 

The total for the week of May 15 
this year was an increase of 33,635 
cars above the preceding week, with 
increases being reported in the loading 
of all commodities with the exceptions 
of livestock and coke. 

Compared with the corresponding 
week last year, the total for the week 
of May 15 was an increase of 44,283 
cars, while it also was an increase of 
116,961 cars above the corresponding 
week in 1924. 
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Trade Follows Weather in Chicago District— 
Collections Slow—Few Price Changes 


(Chicago office of HARDWARE AGE) { We quote from tose x 

A ri c 2s 6 _ 
HE lack of seasonable weather continues to have an unfavor- sor ound at Wek gg er Aggy gaat 
able effect on business, with the result that the volume is run- a” 





ning behind the corresponding period of a year ago. There| FISHING TACKLE. 
is also a slackening in building and construction work, which is ac- | tionally good. The bass season will 


counted for, to a great extent, by strikes in the building trades’ | 0P€™ 800”. 
GALVANIZED WARE.—There has 


union. Buying for future delivery is very light and orders being Sannin on alee gg ge meg Tra 
placed now are for prompt shipment and immediate requirements. icbber. Sales are ent Mai en 
Crop prospects have improved in the South and Southwest, where en: mein deen: Stiee: wake 


. f.o.b. Chicago: Standard galvanized 
more favorable weather has enabled farmers to overcome part of | = fob. Ca go No 1 $65: No 2 
$7.00; No. 3, $8.25; 10- -at. galvanize d 





the season’s lateness. 7 
° ° ° . after-made pails, $2.20; 12-qt., $2.45: 

A review of the price situation shows very few changes. There 14-qt., | $2.75; | S-gal. galvanized oil 

° ° ° cans, ga vanizec yreast, 4.0 Goz. ; 

has been a decline of 1 cent per pound in the price of solder. i-bu, galvanized baskets, $6.25 doz. 


May will be a good month as far as shipments of steel ingots and | GARDEN HOSE AND LAWN SPRIN- 
KLERS.—Sales are being well main- 


pig iron are concerned. Western mills report heavy deliveries 
against contracts with a very notable increase during the last week, | “’™°* 7™ces are enehanges. 
g ? We uote from jobbers’ stocks, 


hose, good 


particularly in bars. Railroads are placing quite a number of f.o.b, Chicago: Garden| 
quality, molded hose, %-in., 12%c. 


orders for rails and track supplies, but car buying has been slow. per ft.: %-in., 14%c. per ft.; 5-ply, 
good quality, wrapped, 4-in., 9l4e. 


Production is running at about 90 per cent of capacity. per ft.; %-in., 1%c. per ft. Lawn 
sprinklers, Rail King, $28 doz.; orig- 


Collections are slow, as up to the present time dealers have not inal fountain sprinklers, $8  doz.; 
Rainbow, 38-in. high. $24 doz. 








been able to realize on their spring merchandise 
GLASS AND PUTTY.—Fairly good 
AUTOMOBILE ACCESS ORIES.— We quote from jobbers’ stocks, sales are reported. Prices are firm. 
With the approach of the vacation pane a 2h iD proof coil We. euste trem. debbued stocks 
: . ns, .oV per -1D.; enso, u Sika r TE see ty 
period, naturally sales on automobile | — Hog'and Frown coil chains, 50-10 per Le gg gy ES 
accessories show an improvement. timattinwmkas. single strength A, 34 to 40-in, brack- 
: welded cow tiles, $2./9 per doz. 7 ’ , a 
We uote from obbers’ stocks, et, 82 per cent discount; single 
f.o.b. chines ? COPPER RIVETS AND BURRS.— strength A, all other brackets, 81 per 
weSbark Plugs.—Splitdort, 0c, each: | The demand is only fair. No change| <M isgount; double strength A. 
each; Champion Blue Box line, 53c. in price is noted. es Phe. f in., 87 _ cent 
each; A. C. Titan, 58c. each; lots of We —— discount; balance, 85 per cent. Putty, 
, quote from jobbers’ stocks, . os F . 
po 'b6c. A. C. Special Ford, 44c. f.o.b. Chicago: Copper rivets and — Set ee eee 100 lb. com 
Spot Light. — Anderson, No. 3280, burrs, 45 per cent discount. HATCHETS Th d 4 di 1 
EAVES TROUGH AND CONDUCTOR a 
eac , . 
-_ ° ; We quote from jobbers’ stocks, 
i fgumps: ° Rose, 1%-in.* cylinder, rs satisfactory. f.o.b. Chicago: Pyi2 quality hatchets, 
-_— e quote from jobbers’ stocks, No. 2 shingling, $12.50 doz.; first qual- 
og osy ee Seen pair lots, f.o.b. Chicago: 28-gage single bead ity hatchets, No. 2 broad, $16.40 doz.; 
Tires and Tubes.—30 x 31%, oversize lap joint gutter, 5-in., $4.50 per 100 medium quality hatchets, No. 2 
cord tires, $12.55 each: regular cord, ft.; corrugated conductor pipe, 3-in., shingling, $8 doz.; medium quality 
$8. 60 each gray inner tubes, 30 x $4.80 per 100 ft.; plain ridge roll, hatchets, No. 2 broad, $12.50 doz. 
3%, $1.80 each; red inner tubes, 30 x Sten bees. Sein’ Shep ented con- | HANDLED HAMMERS.—Prices are 


firm. Sales are exceptionally good. 
We quote from jobbers’ _ stocks, 


3%, $2.25 each. 
ELECTRICAL AND RADIO MER- 


BOLT = 
© AND NUMA very goed | co aNeeee,.There has been a redue- 








business is reported in this line. Prices | ~~". f.o.b. Chicago: First quality, 16-072. 
tion in the price of key sockets. The nail hammers, $12 doz.; Maydole, 
ne balance of the staples remains the same 413.69 dos.; 16-98. machinist ham- 
We quote from jobbers’ stocks, Pp s mers, first ‘quality, $9.20 doz.; Com- 
f.o.b. Chicago: Carriage bolts, cut We quote from jobbers’ stocks, petitive grade, 16-o0z. nail hammers, 
thread, 45-5 per cent discount, small tab. Calenge: ea fa all ai $6 to $8. 
carriage bolts, rolled thread, 50-5 ectrical Merchandise.—No. 14 rub- ia! ' 
per cent discount; machine bolts, cut ber-covered wire, $7.50 per 1000 ft.; HANDLES, AGRICULTURAL. The 
thread, 50-5 per cent discount; small in 1000-ft. lots, $7.25; No. 18 lamp demand is seasonally good. Prices are 
| machine bolts, rolled thread, 50-10-5 cords, $14.25 per 1000 ft.; in 1000-ft. unchanged 
per cent discount; all stove bolts, lots, $13.65; %-in. brush brass key j 
| 75-5 per cent discount; lag screws, sockets, 15%c. each; two-way plugs, We quote from jobbers’ stocks, 
60 per cent discount. aoe nen po Rae of 10. —. each; f.o.b. Chicago: 

. wo-piece attachment plugs, § 12c. Hay Fork Handles. — Straight, 
BUILDERS’ HARDWARE.—tThe de- each; dry cells, boxes of 50, 32c. each; checked and bored, re grade, 4% - 
m j i ; ess than case lots, c. each. t.; $4.50 doz.; 5-ft., $5.50 doz.; XX, 

and is only fair, and, according to Radio Supplies.—Radio B batteries, 414-ft., $4 doz.; 5-ft., $4.80 doz.; X. 
manufacturers, builders’ hardware, at No. 766, $1.40 = No. 767, $2.62 414-ft., $2.40 doz.; 5-ft., $2.80 doz. 
: : : : each; o. 770, ' each; No. 772, Hay Fork WHandies.—Bent chucked 
present prices, is exceptionally low. $2.62 each: No. 486. $3.85 each. and bored, best grade, with strap, 
We quote from jobbers’ stocks, Battery Chargers.—Apco line, lots ferrule and cap, 4%-ft., $7.50 doz.; 
f.o.b. Chicago: 3% x 3% steel butts, of less than 10, $13.50 each, net. 5-ft., $8.50 doz.; XX bent, with strap, 
old copper and dull brass finish, $2.70 Loud Speakers.—Western Electric, ferrule and cap, 4-ft., $5.50 doz.; 4%- 
per doz. pair; 4 x 4 steel butts, old No. 522W, $9.50 list. Discount, 30 ft., $5.75 doz.; XX, bent 4%-ft., $4.50 
Het aye —= ~ mage <3 ge per cent. ag yr $5.50 “a X, bent, 4%- 
per doz. pair; heavy stee evel in- s * doz.; 5-ft., $3.40 doz. 
side sets, $6.25 per doz.; steel bit- FIELD FENCE.—In spite of the late Manure Fork Handles.—Bent, best 
keyed front door sets, $1.65 per set; season the demand is very good. gtade, 4-ft., $4.75 doz.; 4%-ft., $5.10 
wrought brass bit-keyed, front door Ww a : doz.; XX, bent, 4-ft., $4.15 doz.; 4%- 
sets, $3.25 per set; cylinder front © quote trom jobbers stocks, ft., $4.40 doz.; bent, 4-ft., $2.60 doz.; 
door sets, $7.50 8 f.o.b. Chicago: 726-6-12%, $28.68 per 4%-ft.. $2.95 d 
ets, $ per set. . %-ft., $2.95 doz. 
- 100 rods; 1948-6-14 P $43.62 per 100 Garden Hoe Handles.—xX X 414- 
CHAINS.—A large volume of business rods; 2158-6-14%%, $48.98 per 100 rods. ft., $3.45 doz.; 4%4-ft., $2.40 doz. 
has been booked during the last week. | FILES.—The demand is normal. Prices Garden Rake _ Handies.—XX, 5%- 
ft., $5.25 doz.; X, 5%-ft., $3.25 doz. 








Prices are unchanged. are the same as last reported. Shovel Handles.—Regular pattern 
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XX, 4%-ft., $5.90 doz.; X, 4%-ft., 
$3.90 doz.; D — best grade, $7. 95 
doz.; X grad e, $6 d 
Spade Handles. sD handles best 
grade, $7.75 doz.; grade, $6 doz. 
HANDLES, TOOL.—A 6s satisfactory 
volume of business is reported. Prices 
are firm. 


We quote 
f.o.b. Chicago: 


from jobbers’ stocks, 


Axe Handies.—No. 1 Hickory, $4 
doz.; No. 2, $3 doz.; second growth 
hickory, $5 doz.; finest selected sec- 
ond growth hickory, $6.50 doz. 

Hatchet and Hammer WHandies.— 
No. 1, 90c. doz.; finest second growth 





hickory, $1.80 doz. 
HINGES.— Sales are __ satisfactory. 
Prices are unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Heavy strap hinges, 
in bundles, 4-in., $1.03; 5-in., $1.42; 
6-in., $1.60; 8-in., $2.70; 10-in., $4. 30 
per doz. pairs; extra heavy T hinges, 
in bundles, 4-in., $1.56; 5-in., $1.66; 
6-in., $2.08; 8-in., $3.56; 10-in., $5.10 
per doz. pairs. 


ICE CREAM FREEZERS.—Owing to 
the backward season sales are rather 
slow. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: White Mountain, 1-qt., 
$4.85 list; 2-qt., $5.65 list; 3-qt., $6.75 
list; 4-qt., $8.25 list; 6-qt., $10.45 list; 
8-qt., $13. 50 list; 10-qt., $18 list; 12- 
qt., $21. 55 list; 15-qt., $25.60 list; 20- 
qt., $33.20 list; 25-qt., $42.60 list; 
Arctic, 1-qt., $4 list; 2-qt., $4.60 list; 
3-qt., $5.55 list; 4-qt., $6.80 list; 6- 
qt., $8.60 list; 8-qt., $11.10 list. All 
the above less 50 per cent discount. 
Alaska, 1-qt., $2.95 list; 2-qt., $3.45 
list; 3-qt., $4.10 list; 4-qt., $3 list; 
§-qt., $6.30 list; 8-qt., $8.20 list; 10- 
qt., $10.75 list; 12-qt., $14 list: 15-qt., 
$17 list; 20-qt., $21.50 list. A discount 
of 20 and 10 per cent on “all above 
prices. 

LAWN MOWERS.—Due to the heavy 


rains during the past week sales on 
lawn mowers have shown an improve- 


ment. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Lawn Mowers.—1l16-in. ball bearing, 
5-knife, 1ll-in. wheels, $12.35 each; 
16-in. ball bearing, 4-knife, 10%-in. 
wheels, $10 each; 16-in., plain bear- 
ing, 4-knife, 10%-in. wheels, $8.65 
each; 16-in., ball bearing, 4-knife, 
9-in. wheels, $7.85 each; 16-in., plain 
bearing, 4-knife, 9-in. Wheels, $7.35 
each; 16-in. ball bearing, 4-knife, 
8-in. wheels, $8 each; 16-in., plain 
bearing, 3-knife, 8-in. wheels, $5.85 


each, 
NAILS.—Prices continue on a firm 


basis. Sales are about normal. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: Common wire nails, 


$3.15 per keg base. 
PAINTS AND OILS.—There has been 
no change in price on any of the lead- 
ing staples. Sales are exceptionally 


good. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Linseed Oil.—Raw, barrel lots, 89c. 
per gal.; 5-barrel lots, 86c. per gal. 

Linseed Oil.—Boiled, barrel lots, 
92c. per gal.; 5-barrel lots, 89c. per 
gal. 

© iaeeeeneeee —Barrel lots, $1.05 per 

, Alcohol. — Barrel lots, 
45c. per gal.; steel drums extra $6, 
returnable. 

White Lead.—100-lb. kegs, $15.25; 
500-Ib. lots less 10 per cent; 50-Ib. 
kegs, $7.90; 25-lb. kegs, $4; 12-Ib. 
kegs, $2.10. 


Shellac.—(4%- lb. cuts) white, $2.60 
per gal.; orange, $2.30 per gal. 

English Venetian Red.—In barrels, 
$3.50 to $6.75 per 100 Ib. 

Neil Paste.—Barrel lots, 7c. 
) 


PYREX WARE.—Business in this line 
is only fair. 


We quote 
f.o.b. Chicago: 

Bread Pans. — No. 
No. 214, $12 doz. 


per 


from jobbers’ stocks, 


212, $7.20 doz.; 
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New Handled Casseroles. — Round, 
No. 622, $12 doz.; No. 623, $14 doz.; 
Oval, No. 632, $12 doz.; No. 633, $14 
doz. Shallow Oval, No. 642, $12 doz. : 
No. 643, $14 doz. 

Pie Plates.—No. 208, $6 doz.; No. 
209, $7.20 doz. 

$20 doz.; 


Tea Pots.—2-cup, 
$24 doz.; 6-cup, $28 doz 

Utility Pans.—No. 231, $8 doz.; 
232, $14 doz. 


ROLLER SKATES.—Sales are good. 
Prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Union roller skates 
for boys, $1.40 per pair; for girls, 
$1.50 per pair. Chicago roller skates 
for boys, $1.30 per pair; for girls, 
$1.40 per pair. 


ROOFING PAPER.—Normal sales are 


4-cup, 
No. 


reported. Prices are unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Best grade slate sur- 
faced prepared roofing, $2.30 per 
square; best grade talc surfaced, 
$2.65 per square; medium talc sur- 
faced, $2 per square; light talc sur- 
faced, $1.20 per square; red_ rosin 
sheathing, $57 per ton. 

ROPE.—Sales show a grat improve- 


ment. Present prices are considered 


low. 
We 
f.o.b. 


quote from jobbers’ stocks, 
Chicago: No. 1 Manila Standard 
brands, 25%c. per 1b.: No. 2 Manila, 
24lec. per Ib.; No. 1 Sisal, 17%c. per 
lb.; No. 2 Sisal, 16%c. per Ib. 
SASH CORD.—A slight improvement 
ix noted in the demand, although sales 
are not up to expectations. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 7 standard brands, 
$7.75 per doz. hanks; No. 8, $8.85 per 
doz. hanks. 


SASH PULLEYS.—Sales 
Prices are firm. 
We 


are good. 


stocks, 
pul- 
doz. 
bar- 
doz. ; 


jobbers’ 
sash 


from 

Common 
barrels, 54c. 
2-in., 60c. doz.: 

‘No. 105, 52c. 


quote 
f.o.b. Chicago: 
leys, 50c. doz; 
Common Sense, 
rels, 54c. doz.; 
barrels, 48c. doz. 


SCREEN DOORS AND WINDOW 
SCREENS.—Owing to the late season 
sales have just started and are ex- 
pected to be exceptionally good. 


We quote from jobbers’ stocks, 
f.0.b. Chicago: Screen Doors: No. 
266, 2-8 x 6- 8, $20.35 doz.; No. 296, 2-8 
x 6- H $24.55 doz.: No. 311, 2-8 x 6-8, 
$29.20 doz. Window Screens, No. 
1833, $4.35 doz.; No. 2433, $5.20 doz. 


SCREWS.—The demand is fairly ac- 


tive. Prices are unchanged. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: Flat head . bright 


list: 
cent 


screws, 7742-20-10 per cent new 
round head blued, 75-20-10 per 


new list; flat head brass, 75-20-10 per 
cent new list; round head brass, 
72%-20-10 per cent new list. Jap- 
anned, 70-20-10 per cent new list. 


SOLDER AND BABBITT METAL.— 
Sales continue active. Prices on solder 
declined another cent per pound during 
the week. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Warranted 50-50 
solder, $41 per 100 lb.: medium 45- 
55 solder, $40 per 100 Ib.; tinners’ 
40-60 solder, $39 per 100 Ib.; high 
speed babbitt metal, $20 per 100 Ib.; 
standard No. 4 babbitt metal, $13 
per 100 Ib. 


STEEL SHEETS.—Prices show no 
change. Sales are fairly good. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 28-gage galvanized 
sheets, $5.25 per 100 1b.; 28-gage black 
sheets, $4.25 per 100 Ib. 

WIRE PRODUCTS.—Seasonable lines 
are normally active. No change in 
price has been made. 

We from jobbers’ 


quote stocks, 





Sennen — 
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f.o.b. Chicago: No. 8 black annealed 
wire, $3.06 per 100 lb.; No. 9 gal- 
vanized plain wire, $3. 50 per 100 Ib.; 
Catch weight spool galvanized cattle 
or hog wire, $3.85 per 100 Ilb.; 80-rod 
spool galvanized hog wire, $3. 34 per 
spool. Polished fence staples, $3.50 
per 100 lb.; 12-mesh black wire cloth, 
$1.75 per 100 sq. ft.; 12-mesh galvan- 
ized wire cloth, $2 per 100 sq. ft.; 
14-mesh bronze wire cloth, $5.75 per 
100 sq. ft. 

Wire Cloth.—Black, 12-mesh, $1.75 
per 100 sq. ft.; galvanized, 12-mesh, 
$2.15 per 100 sq. ft.; 14-mesh, $2. 55 
per 100 sq. ft.; 14- mesh, $6 
per ee. 15- mesh, $6.60 per 100 
sq. ft 


Galvanized Poultry Netting.—57%4-5 
per cent discount; galvanized after- 
made poultry netting, 521-5 per cent 
discount. 


WRENCHES.—The demand continues 
normal. Prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Agricultural wrenches, 
60-10 per cent discount; Coes’ 
wrenches, 40-10 per cent discount; 
engineers’ wrenches, 50-10 per cent 
discount off new list; Trimo, 65-10 
per cent discount. 

Snap-on Wrenches.—Radio and 
electrical set, $4; No. 101 Master Ser- 
vice Set, $15.25; No. 202 Heavy Set, 
$8.80; No. 303 Ford Master Service 
Set, $14.85; No. 404 Universal Socket 
Set, $8.75; No. 505B Screw Driver Set, 
$3.40; No. 900 Square Socket Set, 
$3.70. All Snap-On Wrenches less 
40 per cent. 


Multiple Hose Sprinkler 


The Roberts Brass Manufacturing 
Co., Detroit, Mich., has perfected and 
placed on the market a multiple hose 
sprinkler, consisting essentially of three 
sprinkler nozzles of a unique design 
which are integrally mounted on bronze 
spikes. 

The hose is inserted in the regular 





standard connection to the first sprin- 
kler unit and the spike sunk into the 
ground. Another length of hose is at- 
tached on the other side of the first 
unit and connected to the second unit 
in a like manner. While the standard 
set consists of three sprinkler heads, 
any number of heads can be connected 
in multiple and any length of hose de- 
sired can be used. 

It throws a misty spray so fine that 
it touches the ground with very little 
force. In this way the water continu- 
ally seeps into the lawn and in the case 
of terraces does not run down the in- 
cline but settles in the grass at the 
point of contact. 

Aside from the practical utility of 
this new device the assembly of the 
three sprinkler units in operation gives 
a most artistic effect. 
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Current N. Y. Sales Good with Hard- 
ware Wholesalers—Collections 


Improve Steadily 


URRENT business in the New York wholesale hardware mar- 
ket continues to be very good. May volume will show a defi- 
nite and satisfactory increase over business done in the same 

month of last year, according to the opinions of the majority of 


local jobbers. 


It is doubtful, however, if gross business on spring 


goods will equal the aggregate total of last year due to the back- 


ward weather conditions. 


In view of the backward season the 


trade considers the situation as most encouraging. 

Retail stocks are reported as being very light. Jobbers say the 
demand for prompt deliveries was never so insistent and common. 
The triple holiday last week had some effect on retail trade. 

Collections are showing steady improvement in most sections 
of the city and in view of the unseasonal weather conditions expe- 
rienced this year credit men consider the collections situation good. 





Dry Battery Sales Good; 
Radio Demand Continues 


Dry cell batteries continue to sell 
actively in the local wholesale market. 
Prices are considered firm, and inves- 
tigation among retailers suggests that 
consumer prices have been’ very 
steady. No. 6 dry cells are being sold 
at 35 cents each in most parts of the 
city. There is a good demand for radio 
batteries, and a good sale on ignition 
batteries for motor boat users. Stocks 
are considered very good. 

JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.0.B. NEW YORK: 


Franco ‘A’ storage battery, 90 
amps, $9.35 each; 120 amps, $10.65 
each. 

Batteries, No. 6, dry cells, ignition 
type, 28c. to 32c. each in standard 
package. 

Radio “B’’ batteries, unit package 
quantities, No. 766, a" each; No. 
764, $1.14 each; No. $2.44 each; 


No. 772, $2.44 each; TN. 770, $3.09 
each; “‘C’’ batteries, No. 771, 39c. 





New Flashlight Prices An- 
nounced by Eveready 


As reported in these columns last 
week. Eveready flashlights and flash- 
light batteries will no longer be quoted 
in unit and six unit lots. The six unit 
lot price will now apply on orders of 
any size. We quote herewith new 


prices on popular numbers. 
BERS’ QUOTATIONS TO RE. 
TAILERS. F. Oo. B. NEW YORK: 

Eveready flashlights, tubular type, 
No. 2602, Black and No. 2630, nickel 
plated, 69c. each; No. 2604, black, 
and No. 2631, nickel plated, 83c. each; 
No. 2612, black, and No. 2632, nickel 
plated, 97c. each. 

Same, miner type, No. 2660, black 
and No. 2661, nickel plated, 80c. each: 
No. 2616, black, and No. 2634, nickel 
plated, $1.10 each; No. 2619, black, and 
No. 2633, nickel plated, $1.24 each. 

Same, focussing type, No. 2671, 
ae $1.45 each; No. 2672, black, and 

No. 2674, nickel plated (300 ft.) $1.79 
each. No. 2642 black, and No. 2644, 
nickel plated (500 ft.), $2.20 each. 

Eveready flashlight batteries, No. 
945, 8l6c. each; No. 950, 9%c. each; 
No. 705, 28c. each; No. 790, 19%%c. 
each, and No. 791, 17c. each. 

Eveready flashlight bulbs No. 1179, 
12c. each; No. 1198, 12c. each; No 





1193, 12c. each, and No. 1162, 15c. 
each. These are list prices on flash- 
light bulbs. Dealers’ discount on less 
than 50 lamps, 30 per cent and on 
50 or more lamps, 35 per cent. 
Eveready flashlight display outfit, 
No. 71, containing 10 flashlights No. 
2671 and 20 flashlight batteries No. 
950, $14.70 
Suggested 
$22.50. 


to dealers. 


retail price totaling 





Good Demand Is Reported 
for Rubber Hose in N. Y. 


New York hardware jobbers report 
a good steady demand for rubber hose. 
Prices have been fairly firm and stocks 
are considered satisfactory. Builders 
and contractors are still buying hose 
in good quantities. 

JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.0.B. NEW YORK: 


Rubber garden hose, Milo, in 25 ft. 
. per ft., in 50 ft. 
Good Luck, in 


25 ft. lengths, 11\c. , in 50 ft. “> 


10%c. per ft. Bull Dog, - 
lengths, 14%c. per ft., 50 ft. 
lengths, 14c. per ft. Molded, high 


grade, in 25 ft. lengths, 10%c. per ft., 
in 50 ft. lengths, 10c. per ft. Dia- 
mond, llc. per ft. 

Nozzles, Standard, heavy, $6 per 
doz. less 5 per cent. Competitive 
grade, 41%c. each, less 5 per cent 
in dozen lots. 





Wire Cloth Sales Good— 
Prices Show Range 


A range of price on wire cloth is 
still evident in the New York hard- 
ware market. The demand for this 
line is very good at the present time. 
Stocks are not heavy but as yet no 
shortage is expected. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 


Wire cloth, copper, 14 —— $5.00 
to $5.25; 16 mesh, $5.50 to $5.75 

Bronze, 14 mesh, $5.50 to $5. 15: 16 
mesh, $6.00 to $6. 25. 

Galvanized, 12 mesh, $2.30; 14 mesh, 
$2.40 to $2.50; 16 mesh, $3.05 to $3.15. 

These prices are per 100 sq. ft. on 
sizes 22 in. to 48 in. For smaller 
sizes add 15c. per 100 sq. ft. 
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Bolt Stocks Are Ample— 
Demand Very Consistent 


New York stocks on bolts and nuts 
are considered ample for current 
needs. Prices have been firm and the 
demand while not heavy has been con- 


— 
BBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Machine bolts, % by 4 and smaller, 
40 and 10 per cent off list. Machine 
bolts, longer and thicker, 40 and 10 
per cent off list. 

Common carriage bolts, % by 6 
and smaller. 40 off list; larger and 
longer, 40 off list. 

Steve bolts, 80 ‘and 10 off list. 

Lag screws, 50 and 7% off list. 





Screw Prices Are Firm 
—Stocks Are Adequate 


The situation on screws does not 
change much. Prices continue firm. 
The demand is steady but not heavy. 
Stocks are adequate. 

JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.O.B. NEW YORK: 

Discounts on Wood screws: Iron 

Bright, Flat Head, 77% per cent; 

Iron Bright, Round and Oval Head, 

75 per cent; Iron Blued, Round Head, 

75 per cent; Brass, Flat Head, 75 per 

cent; Brass, Round and Oval Head, 

72% per cent. 

These discounts apply to 

list of June 24, 1922 

EXTRAS—20-10- 10- 5 per cent. 


revised 





Active Demand Continues 


for Sash Cord in N. Y. 


The active demand for sash cord 
continues in the New York hardware 
market. On the lower grade cord 
prices vary somewhat but on the high- 
er priced lines prices have been fairly 
firm. Stocks may be considered satis- 
factory. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 


Sash Cord.—Samson Spot, No. 8 to 
No. 12, 65% to 66c. per lb.; Phoenix, 


Same numbers, 36c. per lb.; Sachem, 
same numbers, 3lc. per Ib., and 
Aetna, No. 8, 26%c. to 27c. per Ib. 


No. 7 is lc. per Ib. higher, and No. 
6 is 3c. per lb. higher. 


Shovels Up 35 Cents 
—Scoops Advance 65 Cents 


In the past two weeks the report 
was issued that Ames shovels and 
scoops had advanced from 35 to 40 
cents. Further investigation brings 
out the information that shovels have 
advanced 35 cents but that the average 
advance on the Ames scoops is 65 cents. 








Wire Nails at $3.45—Price 
Not Holding 


Though the official price on wire 
nails in New York City was advanced 
10 cents to $3.45 per keg we find at 
press time that some distributors con- 
tinue to quote at $3.35 or have at least 
resumed the $3.35 price and there are 
rumors that this lower price has been 
cut in some instances. 

The demand for nails is considered 
very good. 

Wire brads are selling actively in 
packages. These are quoted at 70 and 
5 to 70 and 10 per cent off list. 
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Hardware Trade Improving in Pittsburgh— 
Seasonal Items More Active—Prices Steady 


ECENT betterment 


(Pittsburgh office of HARDWARE AGE) 


in hardware business in this district is 


well maintained and in practically all items that are seasonal 
to this time of the vear, the report of jobbers is of a very 


good movement. 


Ornamental fence, lawn mowers, screen doors and 


windows, all are mentioned as doing especially well, while there is 
growing interest in lawn and porch swings and in camping supplies 


and other articles, such as are used by automobile tourists. 


Auto- 


mobile accessories still are slow and demands for poultry netting 
dwindled to merely fill in proportions. 

Wire products are very steady in price and in a general way sales 
are heavier than they have been. Jobbing sales of sheet metal, sheet 
steel and conductor pipe are helped by more favorable weather for 
outdoor work. Few important price changes are reported, but there 
is some uncertainty in the market for sheet steel products due to. 


the continued weakness of sheet steel prices. 


New prices for 


weather strips have been announced and show advances of 5 to 10. 


per cent in the various types. 


AUTOMOBILE ACCESSORIES.—The 
report about business still is unfavor- 
able in this territory. 


It is possible | 


that besides the inclusion by manufac- | 


turers of a good many accessories as | 


standard equipment that car owners 


are disposed to refrain from adding to | 


the equipment of their cars on the 
ground that this does not add appre- 
ciably to the resale or trade-in value of 
the car. 


Prices from jobbers stocks, f.o.b. 
Pittsburgh follow: 
Spark Pliugs.—A. C. plugs, lots of 


less than 10, 65c. each; lots of 10 to 
49, 58c.; lots of 50 to 99, 55c.; lots of 
100 to 200, 5ic.; lots of 300 or more, 
i7c.;: A. C. plugs, No. 1075, for Ford 
cars, lots of less than 10, 49c.; lots 
of 10 to 49, 44c.; lots of 50 to 99, 42c.; 
lots of 100 to 200, 39c.; lots of 300 or 
more, 37c. 


Motor Meters. —Standard makes, 
lots of less than 10, 30 per cent off 
list; lots of 10 to 19, 35 per cent off 


list; lots of 20 or more, 40 per cent off 
list. 

Windshield Cleaners. — Trico, uni- 
versal automatic cleaners, $3.25 each 

Jacks.—-Millers Falls No. 145, $3.75 
each. 

Pumps.—Anthony line, $2.20 each. 

Chains.—Single pairs, 30 per cent 
off list; lots of 10 to 50 pairs, 35 per 
cent off list; lots of 50 pairs and over 
40 per cent off list. 


AUTOMOBILE TIRES AND TUBES. 
The peak of spring replacement de- 


mand seems to have been passed and | 


current orders are running smaller, 
both individually and_ collectively. 
There is a softer tendency to prices, but 
no formal price reduction has been 
made, probably because manufacturers 
have guaranteed present prices against 
a decline and this guarantee has an- 
other month to run. 

Dealers’ prices on tires and tubes 
handled by hardware dealers follow: 

Fabric Tires 


Non-Skid Gray 

oie Fabric Tubes 
Cl $7.80 $1.80 

30 : 3% Cl 8.90 2.05 








C ollections are better but not good. 


——— = — _— 


Cord ‘Tires 
Heavy 
Regular Duty Gray Tan 
Size Cord Cord Tubes Tubes 
30x 3 Cl $9.75 $1.80 $2.35 
30x 3% Cl $9.95 12.65 2.05 2.50 
30 x 31. S.S. 11.85 15.75 
32x 3% S.S. 17.30 2.45 3.00 
31x 458.8. 15.50 18.70 3.00 3.70 
32x 4S.S. 17.15 21.40 3.20 3.75 
33 x4S8S.S. 17.75 22.05 3.25 3.80 
34x4S8S.S. 18.50 22.75 3.30 4.00 
32x 4% S.S. 28.10 4.30 
33x 4%5.S8. 28.90 4.40 
34x4%S 58S. 29.55 4.60 
35 x 416 S.S. 30.40 4.65 
36x 4%S.S. 31.20 4.85 
33 x 5S.S. 37.60 5.65 
35x 5S.S. 39.00 6.05 
Truck Cords 
Size Tan Tubes 
32 x 4, $35.50 $4.30 
33 x 41% 36.25 4.40 
34x 414 37.15 4.60 
30x 5 42.00 5.15 
33 x5 5.30 5.65 
34 x 5 16H.45 ‘ 5.75 
35x 5 47.60 6.05 
32 x 6 T1854 9.65 
36 x 6 79.85 10.90 
34 x7 106.05 13.25 
38 x 7 118.00 14.75 
40x 8 152.50 17.75 
Balloon Tires 
To fit 20 in., 21 in., 22 in., 23 in. Rims. 
Gray 
Size Piy Casings Tubes 
29 x 4.40-21 in. { $13.85 $2.95 
29 x 4.75-20 in. / 17.90 3.55 
30 x 4.75-21 in. i 18.65 3.70 
29 x 4.95-20 in. j 20.50 3.70 
30 x 4.95-21 in. 4 21.15 3.75 
31 x 4.95-22 in. j 21.80 3.80 
30 x 5.25-20 in. t 23.45 4.00 
31 x 5.25-21 in. { 24.15 4.10 
30 x 5.77-20 in. 6 80.85 4.70 
32 x 5.77-22 in. 6} 32.80 4.85 
33 x 5.77-23 in. 6 34.85 1.90 
33 x 6.00-21 in. } 32.80 5.70 
32 x 6.20-20 in. 6 35.50 6.25 
33 x 6.20-21 in. 6 37.05 6.55 
33 x 6.75-21 in. 6 40.85 6.70 
34 x 7.30-20 in. ~ 46.25 7.60 


AW NING HARDW ARE.—Awning in- 
stallations are numerous, as usual at 
this time of the year, and there is ac- 
cordingly a strong demand for the 
hardware. Jobbers quote: 
Eye ends, % in.. $5 per 100; % in., 
$8; clamps, % in., $6.50 per 100; % in., 
$8; hinges, $3.50 per 100. 
BARROWS.—Wheelbarrows, in com- 


mon with other articles of outdoor use, 


are feeling the impetus of weather fa- 


vorable for outdoor work. Jobbers 
quote: 
Tubular, $6.25 to $9.50; concrete or 


| 


mortar, $5.75 to $6.75; steel tray, $4 
$9 — railroad, $2; garden, $4 to 
7.50. 


BATTERIES.—Good movement still is 


_ noted, although volume of sales is not 


as heavy as it was earlier in the year. 











Reading matter continued on page 62 


Prices show no change. 


Jobbers’ quotations to 
f.o.b, Pittsburgh: 


retailers, 


Broken Unit 
Packages Packages 
a. -. «teswses saan $1.05 $0.97 
i 2a 1.2 1,14 
.—l lO ee 1.32 1.22 
ty ; i abs 60 dade akc 1.40 1.30 
i are 2.62 2.44 
 ( ae eS 2.44 
hk "ME -civexntaewace Se 3.33 3.00 
i “ee ~+stebneen ees .42 .39 
3. ee .40 .35 
No. 6 dry cells, ignition type, unit 
packages, 32c. each; broken, c. 


Flashlight. —No. 935, 94ec. each; No. 
950, 10%c.; No. 790, 22c.; No. 705, 
2114c.: No. A. ® 18c.: No. 751, 24c. 

’ .70; No, 1662, 





BOLTS, NUTS AND RIVETS.—It is 
pretty much the same old story in 
these lines. Demands upon jobbers 
are fairly frequent, but in all cases 
for small lots, and there is an appli- 
cation of the same buying policy by 
jobbers on their sources of supply. 
There is no weakening of factory 
prices, smaller demands being met by 
lighter production. 


We quote out of jobbers’ stocks as 
follows: 

Machine bolts, small rolled threads, 
50 and 10 per cent off list; all sizes 
cut threads, 50 per cent off list; car- 
riage bolts, small rolled threads, 50 
per cent off list; all sizes cut threads, 
45 per cent off list; stove bolts, 75 and 
10 per cent off list; tire bolts, 40 and 
10 per cent off list; nuts, hot ou 
Square, tapped, in { ™ lb. ge y% in. 
$16 per 100; 5/16-in., $14; % -in., $11: 
\%-in., $10; %-in., $10: x, -{ n., $8; %- 
in., $7.50: rivets, small wagon and 
tinners, 60 per cent off list. 


BUILDERS’ HARDWARE—Business 
in this district is not only good, but 
promises to continue so, as there is im- 
mediately in sight one of the biggest 
building programs that the district has 
had at any one time in several years. 


CAMP STOVES.—With the approach 
of the time of year when automobile 
tours are popular there is a quickening 
in the demand for camp stoves. Job- 
bers quote: 


Coleman, No. $6.25 each; No. 
$8.50; Justrite, Ne. 161, $7.67; No. 52 
$5. 67: Kampkook, No. 3, $4. 67; 

4, $7.15; No. 7, $6.00; No. 10, ‘$9. 75 


CARPET SWEEPERS.—Very steady 
demand still is reported for full sized 
carpet sweepers, but toy sweepers are 
moving rather slowly. Jobbers quote: 
Grand Rapids, japanned, 44 per 


doz.; nickeled, $48; Universal, $42; 
Standard, $36. 

Toy sweepers, Little Gem (3 and 6 
doz. "caueema>., 75 per doz.; Little 
Jewel, 1 doz. cartons, $10, and Junior 
1 doz. cartons, $16 per doz.; Little 
Helper, $2 per doz. 
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Lots of merchants are finding that sales 
of Viko Nursery Rhyme Toy Sets keep 
growing—with each year better than the 
previous one, and an increasing demand 
in the in-between months that are dull 


for most toys. 


There are two good reasons for this. One 
is the famous Nursery Rhyme carton 
with its brilliant colors and entertaining 
pictures. The other is the high quality 
and wide variety of the sets themselves. 
The combination is one that children— 


and mothers, too—have a hard time to 
resist. It is good business to have a few 
of these sets always on display. Children 
have birthdays all through the year. 


Several new Viko Nursery Rhyme sets 
are ready now—some especially attractive 
ones in the paneled Colonial pattern. 
The complete line offers something to 
please every customer—cooking sets, tea 
sets, sand sets, for every taste and 
pocket. If you want the latest news 
about these sure-selling favorites— 


Ask Your Jobber 


Aluminum Goods Manufacturing Company 
General Offices: Manitowoc, Wis., U.S. A. 
Makers of Everything in Aluminum 


| 


Wi 
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Selling Better All the Time 
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CONDUCTOR PIPE.—As buildng op- 
erations progress and houses reach the 
finishing stage, greater demand is noted 
for conductor pipe and other trim- 
Prices out of local warehouses: 


mings. 

Galvanized, 3 in., No. 28 gage, $5.35 
per 100 ft.; copper, 16 oz., 3 in., $23.75 
per 100 ft. in lots of 100 ft. or more; 
small lots higher. 


GALVANIZED HARDWARE CLOTH. 
—This line still is showing a good deal 
of activity as retailers, as _ usual, 
waited until the last minute before 
buying and now want’ shipments 
started with great promptness. Job- 


bers quote: 

24 to 48-in. 
$4.25 per 100 sq. ft.; 
$4.50; %-in. mesh, $4.75. 

GALVANIZED WARE.—tThese items 
usually are good movers at this time of 
the year, and this year is no exception 
to the rule. Jobbers quote: 

Washtubs.—With wringer attach- 
ment, No. 22, $8.50 per doz.; No. 23, 
$10; without wringer attachments, 


No. 2, $7.75; No. 3, $9. 
Pails. —Water, 12 at, $2.65 per doz.; 


mesh, 
mesh, 


¥-in. 
% -in. 


widths, 


14 qt., $3; fire, 12 + of cement, 14 
is $10; chamber, iy , $7. 20; 12 qt., 
$8; well buckets, 10 = 50. 

Refrigerator Pans.—No. , $4.50 per 
doz.; No. 3, $6; No. 4, $7.56 ; 

Garbage Cans.—Cans with lids, Se- 
curity, No. 1, $3 each; No. 2, $3.50; 
No. 3, $4; Hercules, No. 171, $3; No. 
181, $3.25; No. 191, $3.60. 


GARDEN IMPLEMENTS.—This is one 
line in which a good deal of emphasis is 


observed in reporting good business. 
Jobbers quote: 
Tools.—Manure forks, first quality, 


long handled, $15.25 per doz.; bowed 
garden rake, 14-tooth, $9 per doz.; 
spading forks, cm to $21 per doz.; 
haying forks, 3-tine, first quality, 


$12.75 per doz.: German hoes, No. 
3-0, $7.20 per doz. 

Hose.—In 250-ft. reels, %4-in., 10c. 
per ft.; 5-in., 10%c.; %-in., lle.; in 
50-ft. lengths, %c. per ft. higher; 
Gem spray nozzles, $6 a doz. 

Sprinkling Cans.—4 qt., $6 per doz.; 
6 qt., $6.60; & qt., $7. 4 10 qt., $8.10; 
12 qt., $10; 16 qt., $12. 


Hose Reels. Victor, 175 each: No. 
2, $2.60: Reeleasy, $1.35. 


HOUSECLEANING SUPPLIES— | 


Housekeepers generally in this part of | 
the country were not able to start 
spring housecleaning as promptly as 
usual, and for that reason the demand 
for the various articles required for 
the work is holding up more strongly 
than usual. Jobbers quote: 


Mops.—O-Cedar, 33144 per cent off 
list; Star cotton, 20-0z., $7 per doz.; 
24-0z., $8.40: 30-o0z., $10.80. 

Chamois Skins.—12 x 14 in., $3.50 
per doz.; 13 x 17 in., $6; 14 x IS in., 
$7.50; 15 x 20, $9.20. 

Waxes.—Johnson paste wax, 1-lb. 
cans, S85e. 2-lb. cans, $1.70: 4-lb. 
cans, $3; 8 - lb. cans, $6: Old English, 
1-lb. cans, 85c.; 2-lb. cans, $1.70: 4- 
lb. cans, $3; liquid wax, Johnson, 
pints, 75c.; quarts, $1.40; Old Eng- 
lish, pints, 75c.; quarts, $1.40. Deal- 
ers’ discount, 33% per cent. 

Sponges.—According to size and 
quality, $2 to $9 per doz. 

Wall Cleaners. — Smoky City and 
Climax, $1 per doz. cans: Perfection 


paint cleaner, $3 per doz. 

Step Ladders.—Standard full rodded 
ladders, 28c. per ft.; extra, 46c. per ft. 

Floor Polishers. — Johnson's elec- 
tric, $42.50 each, subject to discount 
of 25 per cent to retailer; hand, $3.75 
each; Old English, $2.60 each. 

Carpet Beaters.— Justrite, $1.10 
doz.: No. 4, 


ICE CREAM FREEZERS. —The most 
favorable report about business of any 
of the local jobbers is that there is a 
fair amount of business. Generally, 
however, the movement leaves some- 
thing to be desired and real activity 
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seems to wait on the advent of sum- 
mer temperatures. 


Alaska Freezers.—l-qt., $2.95 each; 
2-qt., $3.45 each; 3-qt., $4.10 each; 
4-qt., $5 each; 6-qt., $6.30 each; 8-qt., 
8.20 each; 10-qt., $10.75 each; ;12-qt., 
14 each 15-qt., $17 each, and 20-qt., 
21.50 each. These are list prices 
which are subject to a dealer’s dis- 
count of 20 and 10 per cent. 

Alaska Gray Goose Freezers.—i-qt., 


$3.35 each; 2-qt., $3.90 each; 3-qt., 
$4.65 each: 4-qt., $5.70 each; 6-qt., 
$7.25 each: 8-qt., $9.35 each; 10-qt., 
$12.50 each. These are list prices 


which are subject to a dealers’ dis- 
count of 20 and 10 per cent. 
White Mountain Freezers. — 2-at., 


$5.65 each; 3-qt, $6.75 each; 4-qt., 
$8.25 each; 6-qt., $10.45 each; 8-qt., 
18.50 each, and 10-qt., $18 each. 


These are list prices and are sub- 
ject to a dealer’s discount of 50 per 
cent. 

Blizzard. — 1-at., oo 65 each; 2-qt. 
$5.50; 3-qt., $6.50; 4-qt., $8; 6-qt., 
$10; 8-qt., $13; 10-qt., 17: subject to 
a discount of 55 and 7% per cent. 

Lightning.—1-qt., $4.65 each, 2-at., 
$5.50; 3-qt., $6.50; 4-qt., $8; 6-qt., $10; 
S-qt., $13; 10-qt., $17 12-qt., $21: sub- 
ject to a discount of 55 per cent. 

Arctic. = -qt., $4 each; 2-qt., $4.60; 
3-qt., $5. 4-qt., $6.80; 6-qt., $8.60: 
8-gt., $11. 0: subject to a discount of 
50 per cent. 


LAWN SUPPLIES.—Brisk demand is 
reported for lawn mowers and other 
articles needed for law maintenance 
are showing a very satisfactory degree 
of activity. Jobbers quote: 


Mowers. — Plain bearing, §8-in. 
wheels, 12-in., $5 each; 14-in., $5.25, 
ball bearing, 9-in. wheels, '14-in., 


$7.75: 16-in., $8; supreme ball bearing, 
10-in. wheels, 14-in., $10.75; 16-in., 
$11.25: 18-in., $12. 

Mower Oil Cans. —Tinned, straight 
or bent spouts, $1 per doz.; copper 
plated straight or bent spouts, $1.50 


per doz. 
Rollers.—No. 2 size, $8.50 each: No. 


4, $10: No. 5, $12.50; No. 7, $15. 
Hedge Shears — Western, 8-in. 
$1.25 per pair: 9-in., $1.40; 10-in., 


$1.60; Disston, 8-in., $1.75; 9-in., $1.90: 
10-in., 2: ladies’ shears, Western, 
; Disston, $1.10. 


ORNAMENTAL FENCE.—Sales are 
better now than they have been at any 
time before this spring. Jobbers quote: 


Cyclone lawn fence, LX, 36-in., 
$7.25 per 100 lineal ft.: 42-in., $8.25: 
gates, 36 in. x 36 in., $2.70 each. 


SUPPLIES.—Turpentine 
has lost 2c. of its recent advance. Other 
items are holding at recent prices. 
Business is seasonally good. 


Prices to retailers: 

Ready mixed paints, best States, 
$3.10 per gal.: ~~ grades, $2.50: 
white lead, 15% per Ib. in 100- lb. 
lots, 10 per cent ‘less in lots of 500 
Ib. or more and an extra 4 per cent 
less in lots of a ton or more; turpen- 
tine, $1.00 per gal. in barrel lots: 
raw linseed oil, 12.1l¢e. per Ib. in bar- 
rel lots. 


POULTRY NETTING.—Business has 
_auieted down somewhat and most of 


the orders now are merely of fill-in size. 
Jobbers continue to quote galvanized 
netting at 50, 10 and 10 per cent off 
list before weaving and 50 and 10 per 
cent off list after weaving. 

SCREEN DOORS AND WINDOWS.— 
These lines are right in their season 
and moving with the usual briskness. 
Jobbers quote: 

Doors.—Standard makes, 2 ft. 8 in. 


x 6 ft. 8 in. plain walnut stain, $18 
i ec varnished natural colors, 


Windows.—Hardwood oiled frame, 
No. 1233, 12-mesh black wire cloth, 


$3.40 per doz.; No. 1533, $3.85; No. 
1833, $4.20; No. 2433. $5; No. 2437, 
$5.50: metal frame, 18-in., $5.50; 24- 


in., $6.40. 
SCREEN WIRE CLOTH.—tThe general 
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report of jobbers is that business is 
very good. They quote: 


Black, 12-mesh, $1.80 to $1.90 per 
100 sq. ft.; 12-mesh, $2.25. Galva- 
nized, 12-mesh, $2.25. Bronze, 14- 
mesh, $5.75. 


SHEET METAL.—Sales out of local 
jobbers’ stocks are larger than they 
have been, but they will have to con- 
tinue to grow in order to equal the rec- 
ord of a year ago. Prices are un- 
changed. 
We quote sheet copper at 22%4c. per 
lb. from jobbers stock in lots of 
300 Ib. or more and 26%c. per Ib. in 
single sheets; sheet zinc, 13.55c. per 
lb. in loose sheets: 12. 55e. in 100 Ib. 
casks; 12.30c. in wd 
11.80c. in 600 Ib. casks. 


SHEET STEEL.—Business is much 
better than it has been, but continued 
weakness in mill prices makes for some 
uncertainty in resale prices and actual 
requirements still guide purchases. 


Prices out of Pittsburgh jobbers’ 
stocks: Galv. flat, No. 28 gage, $5.40 
base per 100 1b.; corrugated No. 
28 gage, 2\%4-in., $4.78 per square; one 
pass cold rolled black, No. 28 gage, 
$4.35 base per 100 Ib. Armco — 
iron galvanized flat, No. 28 
$6.25; Toncan metal esiveniae’” flat, 
No. 38, gage, $6.35; all for lots of one 
to nine bundles. 


SOLDER.—tThe price of half and half 
material is down 1%c. in keeping with 
a decline in price of component metals. 
The new price is 38%c. per lb. 

SWINGS.—Demand continues to grow 
with the approach of summer and time 
when it is comfortable to sit out of 


doors. Jobbers quote: 


wn, $8 each; porch, hardwood, 4- 
- to $8 each; 5-ft., $7 to $10; 
6-ft., $8 to $12; springs: 30c. to 40c. 
per pair; chains, 45c. to 80c. per set 
and $1.85 to $2.25 per 100 ft. 


WINDOW GLASS.—Production still is 
running ahead of the demand and real 
prices are well under those usually 
quoted. The regular quotations, which 
are subject to concessions, are: 


Single strength, A and B, 84 per 
cent off list; double strength, A, 84 
per cent off list; B, 86 per cent off 
ist 


WEATHER STRIPS.—New prices have 
just come out and show advances of 
from 5 to 10 per cent. Jobbers have 
not yet compiled their retail prices. 
WIRE PRODUCTS.—tThere is a good 
deal of firmness to prices of wire and 
nails and demands, if individually 
small, are much more numerous than 
they were earlier in the year. 


We quote from Pittsburgh jobbers’ 
stocks: 


casks, and 


Fence Wire: 
sper 100 Ib.) Annealed Galvanized 
No. 6 to 9 gage...... $3.00 $3.45 
nk 2: « cegegewyeeaes 3.05 3.50 
on BE enctdecesteees 3.10 3.55 
me (Ue - ¢ e54heaedesee 3.15 3.65 
ak: Mt, sheen asneees 3.25 3.80 
a Mt sseckseeeesens 3.35 4.00 
No. es bene 6eeeeseus SE 4.25 
NE ae ee ere 3.7 4.45 
estes wire (per 80- a weoee 
2-point cattle ......ceeeees saeueees $3.00 
ZS-POIMt NOW ...cccveccsccccvcccace 3.20 
Se ED. .cucenéeusecteusunc® 3.20 
Se GE on cescseveccsecsescede 3.50 
2-point cattle (special) .......... .25 
Field: Woven wire fence (per 100 
rods) 
EE S cveducedsbeieunnedseekee $39.00 
Pd sectcdcesséus Vesudensued’ 54.75 
Poultry 
DE ¢ cc Oeds enced eueuee ewe $35.60 
DPC c<snd gneenade0sede ceeee 43.00 
NE oo ie adie a ee Cheba 48.50 
Steel Fence Posts 
a eer ers a 50c. each 
Di camibiiwtedeveeceseausedes 55¢c. each 
it 46 te pik ene seh eetetenneta 65c. each 


T- 
— nails base per keg, $2.95 to 
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Fold the wall away 
—out of sight 

















Can 8 GQRSPSREGE RADE Gh) -OaQPAAMABROASSEL RA? 





Almost as quickly as you can tell about it, two or 
more rooms can be made into one. A large assem- 
bly hall or gymnasium can be converted into several 
smaller, sound-proof rooms. It’s for all the world 
as if the whole wall were folded entirely away out 
of sight then returned to its original place and 
usefulness quickly and easilf. 


FoldeR-Way partition door hardware makes this 
possible. These pictures illustrate a typical FoldeR- 
Way installation. Partition doors are shown closed, 
practically sound-proof from floor to ceiling like a 
permanent wall. Open with entire equipment 
stowed away in a corner, out of sight. 


FoldeR-Way partition door hardware economizes 
space, Saves time and effort, serves the greatest 
convenience. FoldeR-Way hardware prevents sag- 
ging, sticking or rattle. Doors slide or fold— 
smoothly, easily, without effort. 


Write to Richards-Wilcox for full information. 


R-W experts gladly aid in solving any doorway 
problem. What are your particular needs? 
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“A Hanever for any Door that Slides. 
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Trade Improves in New England District— 
Staple Items Active—Prices Firm 


(Boston office of HARDWARE AGE) 
LTHOUGH more or less spotty, the New England hardware 
A business is improving. Most retailers report a slow yet per- 
ceptible increase in the momentum of sales. In perhaps a 
majority of instances they report sales about on a par with those | 
of a year ago. There are some concerns doing possibly 5 per cent 
better, and others not doing quite as well. Considering that weather 
conditions so far this spring have assuredly been against business, 
the general situation is satisfactory. Everywhere it is reported that 
the general public has lost much of the war-time hysteria buying 
power. People are giving more attention to how much they can pur- 
chase in value for their dollar. It was only a comparatively short 
time ago when buyers wanted the best obtainable regardless of price. 
Today intermediate and low priced merchandise is selling more 
freely than it has in a long time. A majority of the New England 
trade feels that the change in the character of buying is the best 
thing that could happen. It is felt the general scheme of things is 
on or nearer a really normal basis and therefore healthier. 

Shelf hardware jobbers feel that business could be a whole lot 
better, yet they admit sales are as good as could be expected under 
the circumstances. It is evident that when the final accounting is 
made that May bookings will be well in excess of indications early 
in that month. Jobbers handling mi!l supplies as well as shelf hard- 
ware are doing a satisfactory business. Consumption of mill sup- 
plies so far this year has run far in advance of that for the corre- 
sponding period last year. The heavy hardware business is fair, yet 
not coming ahead as fast as anticipated, say jobbers. In addition, 
the average buyer is taking stock only as needed, which increases the 
cost of handling jobbers’ stocks. Of the three branches of the hard- 
ware business, the heavy hardware is, perhaps, the quietest. 











BARROWS.—Quite an improvement in eo 

the movement of garden barrows out ereeb. ome Smears Cae, 

of jobbers’ stocks is reported. The ne me dozen pet. Dandy, 

average order received the past week, Aaaketaem. Ot: fA mag Rn Speciak 

however, has involved a small amount $2; Junior League, $3.75; oys’ 

of stock League, $4; Dollar Lively, $6; o- 
. fessional League, $8; Hardwood 

We quote from Boston jobbers’ League, $12.50; National League, 

stocks: $14.50. 

Barrows.-— Garden, from _ stock, 

steel wheel, No. 4, $5.50 each net: No. BRUSHES.—The demand for house 
5, Bs. . Wood wheel, No. 4, $5. 15; No. brushes holds up remarkably well. 
”, ° ; rom actory, steel W 4 : 
No. 4, $5: No. 5, $5.50. Wood wheel, Buying of paint brushes largely repre- 
No. 4, $5.25; No. 5, $5.75. Toledo sents filling in of stock orders by re- 
canal barrows, $5.40 each net. tailers 

BASEBALL GOODS.—Something has . 

happend to brace up the market for waa from Boston jobbers 

baseball goods. Possibly it was Babe a tt ee tee. men’s clothing, 

’ . : each net; wall cleaning, $1.24; 
Ruth S last home run clout that did dry duster (floor), $1.27: vegetable. 
the trick. Whatever it was, retailers I7e. radiator, S7c.5 retrigerater 20c. ; 

4 ust pan, 67c.; bath, large, $1.54, me- 
are ordering more freely. dium, $1.30; skirt, $1.07; nail,’ me- 
bet de quote from Boston jobbers’ dium, 57c.; stiff, 57c. 
stoc Paint Brushes.—Wall, $5 to $60 per 
Fielders’ Gloves.—No. 501, _ 50 per doz. net; varnish, $3.50 to $25; calci- 
doz. net; No. 507C, $8.40; 509, mine, $10. 50 to $90; whitewash, $3.50 
beg 75; No. 511, $16: : No. 514, 38; No. to $11. 30. 
2, other styles priced u t . 
$54" evatilieg Pp © | CULTIVATORS.—While most of the 
P Catchers’ Mitts.—No. 569, $10 per retail trade bought cultivators some 
oz. net; No. 574R, $18; No. 578T, . ‘+t h b 
$24; He. 577, $28; No. 588, $54; No. time ago, it has been necessary for 
(..  e some of them to order certain types and 
doz. ne net: No. 608, 27: No. é620W. 40. makes, which keeps interest keenly alive 
asks.— Boys’ oO. , per i j 
doz. nee You ths No. sim $19. in wholesale circles. 
en’s JO. Ww from ° 
Bats. track A. Tack, $2 per doz., eS quote oO Boston jobbers 
net unior ague ng o i t — Th : : 
Fields, $7.20; burnt oil finish, 1310.80; on a inne Oo 
T oO, u a e - 
— i> Siumeer,. Jr. FARMING TOOLS.—The demand for 


gers, $7.20; Louisyille Slugger, Jr., 
reading matter continued on page 66 


farming tools, although not brisk, is 
heavier than it has been before this 
year. Most retailers are taking a good 
assortmént of stock. 


We quote from Boston jobbers’ 
stocks: 

Forks.—Hay, 3-tine, plain ferrule, 
12-in., No. 34, $10.08 per doz.; No. 
34%, $10. 44; 13-in., No. 133%, $10.44; 
No. 133%, $10. 80; No. 134, $10.92; No. 
134%, $11.28; No. 135, $11.76; No. 136, 
$13.92; 14-in., No. 143%, $11. 04; No. 
144, $11.52; No. 144%, $11.88. Three- 
tine, strap ferrule, 13-in., No. S133%. 
$12 per doz. net; No. 8134, = =_— No. 
S$134%, $12.84; No. S135; $13 

FENCING, GUARD, GATES.—The 
backwardness of the spring season has 
permitted everybody to give more at- 
tention to fences, consequently there is 
a much better movement of goods out 
of local jobbing stocks than there was 
a year ago. 


We quote from Boston jobbers’ 
stocks: 

Fencing.—Cyclone fencing, flower 
bed guard, etc., from store, 45 per 
cent discount. Direct shipments, 55 
= cent discount, f.o.b. Waukegan, 

Gates.—Cyclone, from store, 40 per 
cent discount. Direct shipments, 53 
4g cent discount, f.o.b. Waukegan, 


Guard.—Flower bed guard, 45 per 
cent discount; trellis, 45 per cent dis- 
count. 

FILES.—Many jobbers feel that sales 
of files so far this year are well ahead 
of those for the corresponding time last 
year and in 1924. Each day finds a 
fresh bunch of orders, they report. 
Buying embraces all kinds and makes, 
with small files perhaps the most ac- 
tive. 


We quote from Boston jobbers’ 


stocks: 
Files.—Nicholson line, 50 per cent 
discount; Arcade, 60 and 10 per cent. 


GARDEN TOOLS.—Not so long ago 
people bought rubber hose because of 
the lack of rain. Now that we have 
had plenty of rain they are buying 
lawn mowers to cut lawns which are 
growing rapidly. In addition, people 
are buying all kinds of garden tools, 
and this fact is clearly reflected in the 
jobbing market. 


hol quote from Boston jobbers 
stoc 
arden Tools.—Trowels, 6-in., gar- 
den, $1.32 per doz. net; florists’, $ 25: 
transplanting, $1.50 and $2.50. Forks, 
No. 300, ~e No. 40, $1.75. Sets, 
garden, No. $6; floral, No. 112. 
$1.5 50; No. Ni20, '$2: "No. 125, $4; No. 
No. 2FSX, $12.80. Rakes, 
$4 M2: cShsaie, $2. 


GUNS AND AMMUNITION.—Because 
of a further reaction in the pig lead 
market drop shot prices have been re- 
duced another 10c. per bag, making a 
total concession of 20c. within a month. 


We quote from Boston jobbers’ 
stocks: 

Drop Shot.—dAir rifle, B and emer. 
$2.85 a bag net; Boy Scout, $4.45. 
Guns.—Shot, U. S. Single barrel 
with ejector, 12-gage and 16-gage, in 
lots of 10, $6.85 each net, in smaller 
lots, $7.25. Stevens, No. 107, $8.05. 
Guns. —Rifles, Stevens, No. 70, $10.20 
— net; No. 27, $7.40: No. 12, $6.10; 
No. 14%, $3.85; No. 17, $7; No. 2 
$4.60: No. 11, $3.20 
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Just the line for live hardware stores— 


Congoleum Gold Seal Mats! 


Nobetter time to sellawoman Congoleum 
Mats than when she’s buying pots, pans, 
cutlery and other home necessities. 








A handy size, 18 x 36 inches, Congoleum 
Mats take up little store space. They're a 
quick-turning item, too—attractive, inexpen- 
sive and so practical to use in front of the 
stove, sink, kitchen cabinet, doorways, stairs 
and other heavily traveled places. Every 
housewife is sure to want two or three. 


And here’s a tip: display these mats on a 
counter easel—a different pattern each week. 


Ever offer premiums? Congoleum Mats 
go big as premiums—a mat free with every 
$5 or $10 purchase. The cost is trifling com- 
pared with your profit on each bill of goods. 





Now’s the time to act. A carton of each 
pattern is your best bet. Every one’s a sure 
seller. Hardware jobbers everywhere sell 
Congoleum Gold Seal Mats. iat 

trations do not show the 


CONGOLEUM-NAIRN INC. en 


Hardware Division Headquarters in the actual goods. 


1421 Chestnut Street Philadelphia, Penna. 
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America's Fastest Selling Floor- Covering 
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HAMMOCKS.—Couch hammocks are in 
better request, but other kinds are not 
selling particularly well. 


We quote from Boston jobbers’ 
stocks: 

Hammocks.—Couch styles, standard 
makes, boxed mattresses, deep val- 
ance, khaki duck, $10 and $11 each 
net; with adjustable back rest, $13; 
green and gray duck, with back mat- 


tress, $16 and 17. Canopy, green and 


gray, $6 each; khaki, $4.35. Stands, 
$3 each. 
HAYING TOOLS.—Jobbers report a 


few sales of haying tools, with scythes 
the most active item. It is forecasted 
that business will be much better in 
June than in May. 


from Boston jobbers’ 


28 to 32-in. 
r doz. net; 
$16.50; 


We quote 
stocks: 
Scythes.—Little Giant, 
and 30 to 34-in., $16 pe 
Clover a $13.50: bramble, 
brush, $16.5 

Snaths. ae $14.50 per doz. net; 
cherry, $16.75; brush, $16. 
Scythe Stones. — Round English, 
$2.25 per doz. net; Star, $1.35; est 
End red, $1.10; Green Mountain, $9 
per gross; Black oe No. 1, $15; 
Chocolate, No. 1, $1.7 er doz.; Car- 
bonate, No. 188, sh'ss: | To. 190, "$1. 95; 
No. 191, $2.34. 
Forks.—Three-type, No. 34, 12-in., 
$10.08 per doz. net; 
$10.44; No. 133%, 


4; ‘ 
133%, 13-in., $10. 134, 13-in., 
$10.92; No. 135, 13-in., $11.76; No. 136, 
13-in., $13.92; No. 1 . 14-in., $11.04; 
o. 124, 14-in., $11.52; No. 144%, 
14- in., $11.88. 
ICE TONGS.—tThe retail trade is 


evincing some interest in ice tongs, but 
business has been backward because of 
the lateness of the season. A great 
many New Englanders have not begun 
to take ice yet. 
We quote from 
stocks: 


ice Tongs.— Boston pattern, No. 
1102, $17 per doz. net; No. 1103, $19; 


Boston jobbers’ 


No. 1104, $21; No. 1105, $23.50. Ely 
pattern, iron handle, 12%-in., $3.30; 
18-in., $6.50. Wood handle, 24-in., 


$11; 28-in., $12. 

NAILS.—Any advance in wire nails in 
other sections of the country is not re- 
flected here. Competition among job- 
bers for business is still keen and they 
are operating on a very narrow margin 
of profit. The tonnage of nails go- 
ing into consumption appears to be in- 
creasing, and that statement is true 
of other kinds of nails. 


from Boston jobbers’ 
stocks: 


Nails.—Wire, from store, $3.70 per 
keg, base; from mill, in car lots, $2.70 
per keg base; in less than car lots, 
$2.95. Cement coated, in count kegs, 
from mill, in car lots, $2.40 per keg 
base, f.o.b. Pittsburgh: in less than 
car lots, $2.65; from store, $4.60 per 
keg base. Cut nails, from store, $4.25 
per keg base. Hardened steel floor, 
direct shipments. $8.10 per keg base: 
Western cut nails, direct shipments, 
in car lots, $3.50 per keg base, f.o.b. 
Pittsburgh; in less than car lots, 
$3.65. Tremont cut nails, direct ship- 
ments, $3.95 per keg, f.o.b. Ware- 
ham, Mass.; hardened_ steel for 
nails, direct shipments, $7.60 f.o.b. 
Wareham. 


OARS.—Those retail dealers located 
a'long the New England coast are show- 
ing more interest in oars. The official 
opening of the boating season opened 
May 30, and the public demand for oars 
from now on should improve. 


We quote 


We quote from Boston jobbers’ 
stocks: 
Oars.—Northern fir, copper tipped, 
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POCKET KNIVES.—tThe dull season on 
pocket knives has passed. Jobbers ex- 
pect the retailer’s interest will grow 
throughout the summer and early fall. 
Prices remain as heretofore. 


POSTS.—In common with fencing there 
is a better demand for posts and acces- 


sories. 
We quote from Boston jobbers’ 
stocks: 
Posts.—Line, steel, galvanized, 6%- 


Ax 67c. each net; 7-ft., 73c.; 7%4-ft., 
c. 
End.—Steel, galvanized, 71%4-ft., 


$3.94 each, net. 

Caps, Etc.—Line post driving caps, 
40c. each net; ornamental fence tops 
for line posts, 20c.; for end sts, 40c. 

Corner.—Steel, galvanized, 7%%-ft.. 
$5.70 each, net. 


PRUNING TOOLS.—Somewhat lower 
prices have been issued by jobbers on 
the McKenney line of tree pruning 
tools. Otherwise pruners remain un- 
changed in price. 


We quote from Boston 
stocks: 

Shears.—No. 30, ladies, or rose, $8 
per doz. net; French wheel, No. 
$20; No. 9, $23; draw cut, No. 5403. 
$25; No. 5402, $28: No. 5406, $15.50; 
No. 5406 in lots of six or more, $14: 
Handy Andy, No. 5404, $12.50. No. 
10, ladies’ or rose, $5; full size, No. 0, 
$4.50; No. 23, $6 No. 65, $8: No. 40, 
$15; No. 240, $19; No. 290, $23: yn 
can wheel, No. 39, $9. 50: No. 263, 
9-in., $10. 

Pruners.—McKenney, No. 0, $2 
each: No. 1, $2.25; No. 2, $3. 


PYREX WARE.—Sales of pyrex ware 
continue to hold up remarkably well. 
It is believed the New England retail 
trade will have sold more of these goods 
during the first half of the year than 
ever before in any similar period. 





jobbers’ 


We quote from Boston jobbers’ 
stocks: 
Casseroles.— Without handles, round, 
8-oz., 47c. each net; 1-qt., $1; 14%4-qt.. 
7: 2-qt., $1.33. Round, shallow, 
1-qt., $1; 1%-qt., $1.17. Round, cover, 
l-qt., $1; 1% -qt., $1.17; 2-qt., $1.33. 
Oval, Iqt., $1; 1%-qt., $1.17; 2-qt., 
3. Oval, shallow, 1-at., $1; 1\%- 
qt., $1.17; 2-qt., $1.33. With handles, 


Baking e double 
ee $1 each net; with cover, 
1 de 


Pudding Dish.—Round, a ~at.. 40c. 
each net; l1-qt., 57c.; 1%-q 67c.: 
2-qt., 80c. Square, 1%4- “Ts Pty ’ Oval. 
shallow, 10-0z., 30c.; 18 1, - oz., 40c. 
Round, shallow, 1-qt., 57c.; 114-at., 
67c. Oblong, 57c. 

Bread Pans.—Oblong, small, 47c. 
each net: medium, 60c.; large, $1. 

Cake Dishes.—Round, shallow, 50c. 
each net. 


Ramekins.—Wide rim, 4-o0z., 13c. 


each, net: French pattern, 4-o0z., 13c.; 
6-0z., 17¢. 
REFRIGERATORS.—Weather _ condi- 





tions this spring have been such that 
jobbers have found, up to now, to work 
up much enthusiasm among retail deal- 
ers over refrigerators. At the moment, 
however, interest is awakening. 


We quote from Boston jobbers’ 
stocks: 

Refrigerators.—Eddy line, in lots of 
less than five, 50 per cent ee 
Prices range from $24.50 to $170.5 
each, list. 

Rerrngeraner Tools.—Awls, $11 per 
gross; picks , $1. 58 and $6.18 per doz. 


net. 

SAWS.—Quite an improvement is noted 
in the demand for some kinds of saws. 
Manufacturing representatives, working 
in cooperation with jobbers, have been 
canvassing the retail trade and have ob- 
tained excellent results. 





18c. per ft. net. 
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SCREENS AND DOORS.—Screens and 
doors are beginning to move more free- 
ly. There is still room for much im- 

provement, report jobbers. 
We quote from Boston jobbers’ 

stocks: 

Doors.—No. 241, 2/6, $17.88 cad doz. 
$18.75; 10 


net from store; 
$19.82; 


. 345G- i4, 2/6, $39.88; 2/8, 
$41.31: /10, $43.06; 3/7, $44 

Set Bee he —C ompetitor, No. ° $4 per 
dozen net from store; No. 3, $4.81. 
Hummer, No. 1833, $4.38; No. 2433, 
$5.19; No. 2437, $5.56; No. 2837, $6.50: 
No. 1833G, $4.56: No. 2433G, $5.44: 
No. 2437G, $5.81. Diamond E, No. 2, 
zis: No. 3, $12; No. 12, $14; No. 13. 


SCREEN DOOR GUARDS.—The mar- 
ket for screen door guards likewise is 
beginning to show signs of life. Most 
of the largest New England retailers 
covered their requirements some time 
ago, consequently current buying is by 
the smaller ones. 


We quote from Boston jobbers’ 


stocks: 
Screen Door Guards.—Donley line. 

26, 28, 30 and 32-in., 45c. per set of 

three, net. 
SCREEN DOOR SPRINGS.—Here, too, 
an improvement is noted in business. 
It is expected the next thirty days will 
see a further increase in jobbers’ sales. 


We quote from Boston jobbers’ 


stocks: 
Screen Door cerome Som line, 
No. 1, $3.25 per doz. net; $2.60: 
No. 3, $2.10. Champions, No. 5b 23c. 
each: No. 62, 27c.; No. 63, 41c. Per- 
fection, cone end, No. 11, 45¢c. a dozen 
net; No. 12, 50c.; No. 13, 55¢.; No. 14, 
60c.; No. 15, 65c. 
WATERGLASS.—Sales of waterglass 
continued on a liberal scale. It is quite 
evident many New Englanders are put- 
ting down eggs while the quality is 
good, supply large and prices reason- 
able. 
We quote 
stocks: 
Waterglass.—Pints, $1.30 per doz. 
net; quarts, $2: gallons, $7. 
WINDOW GLASS.—Although manu- 
facturers’ lists remain as heretofore, 
jobbing prices on window glass are 
somewhat lower, owing to keen eompe- 
tition for business. Revised prices fol- 
low: 


from Boston jobbers’ 


We quote from Boston jobbers’ 
stocks: 

Window Glass.—First bracket, %% 
per cent discount: 34 to 40 bracket. 
88 per cent discount; over 40 bracket. 
86 per cent discount. Double, all, 8s 


per cent discount. 


WIRE CLOTH.—A better market for 
wire cloth exists. Buying is largely 
by the smaller retail stores, the larger 
ones having covered requirements back 
in April or sooner. 


We quote from Boston jobbers’ 
stocks: 

Wire Cloth.—From stock, black, 12 
mesh, $2.15 ner 100 sq. ft., 14 mesh, 


dull galvanized, 14 mesh, $2.45; 
16 mesh, $6.50: 
16 mesh, $6. 


$2.55; 
bronze, 14 mesh, $6; 
copper, 14 mesh, $5.50, 
From mill, f.o.b. Worcester, Mass., 
black, 12 mesh, $1.80, 14 mesh, $2.20; 
dull galvanized, 12 mesh, $2.05, 14 
mesh, $2.45: 16 mesh, $2.90; bronze, 
14 mesh, $5.50: 16 mesh, $6; copper 
14 mesh. $5: 16 mesh, $5.50. 
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|} You Can Profit 
: By This Trend 


We are offering aggressive 
distributors a proposition 
that is bound to bring tire 
users into their stores and 
to put profits in their 
pockets. 
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Lancaster Tires are making 
a big hit with motorists be- 
cause of their absolute de- 
pendability, their unfailing 
serviceability and their un- 
‘ beatable way of giving 
greater tire value for the 
money. 





A decade of tire building 
experience is back of our 
product—a period in which 
tire users all over the coun- 
try have accepted Lancast- 
ers as one of America’s 


Best. 








The faith in Lancaster is 
justified. That’s why Lan- 
caster distributors are mak- 
ing money. This same 
opport inity is yours. Write, 
or wire us today. 





The Lancaster Tire & 
Rubber Co. 


Columbus, Ohio 





THE LANCASTER 
LINE 

Lancaster DeLuxe Balloons 
(All Sizes) 


Lancaster Regular Balloons 
(Popular Sizes) 


Lancaster DeLuxe Cords 
Lancaster Regular Cords 


Lancaster DeLuxe Heavy-Duty 
Truck and Bus Cords 


Lancaster Heavy Tubes 


ANCASTER 
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HARDWARE AGE 


June 3, 1926 


Business Shows Improvement in Northwest 
—Retailers’ Stocks Sufficient—Prices Firm 


(Minneapolis oftice of HARDWARE AGE) 


ing along at an even pace, and shows some improvement over 


BP ite ston in the territory tributary to the Twin Cities is mov- 


that of a few weeks ago. 


been expected, due partly to the apparent backward season. 


It still is averaging less than had 


Cool 


weather, and lack of rains in some localities have acted as a check 
to the buying proclivities of the public, not only in hardware, but 


in all other lines as well. 


Stocks are in readiness for the trade in every particular. Deal- 
ers have been expecting exceptionally good trade, and it has not 
developed as rapidly as they had calculated. Therefore, sales in a 
wholesale way have been rather slower than predicted. But there 


is every indication of a good spring, in the final totals. 


Building 


has not developed as rapidly this year as it did last, and this is 


especially true in the larger cities. 


Construction work on the 


highways is giving employment to a large number of men, thus im- 


proving general conditions. 


Collections this month are somewhat 


slower, as many people are delaying payment of their regular bills 
to take care of the first payment of their taxes. 


The markets are quiet as to prices. 


There is little inducement 


for change in either direction, trade being just good enough to 


keep prices at the present level. 


AXES.—Stocks are well filled, and 
prices steady. Sales are fair. 
We quote from jobbers’ stocks, 
fob. Twin Cities: Single bit base 


weight axes at $16 per doz. and 
double bit base weight axes at $21.5 
per doz. net. 


BOLTS.—Sales are normal, with stocks | 


well filled. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Carriage bolts at 
47% per cent: machine bolts at 50-10 
per cent; stove bolts at 75 per cent, 
and lag screws at 55 per cent from 
lists. 


BRADS.—Sales are slightly better, 
with stocks well filled. Prices are 
steady and unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Wire brads in 25- 
ib. boxes at 75 per cent from list. 


BUILDERS’ HARDWARE.—Demand is 
fair, with building operations at a me- 
dium level. Stocks are well filled for 
the call. 


CARPET SWEEPERS.—Sales are nor- 
mal for this season of the year. Prices 
show no changes. 


We quote from 
f.o.b. Twin Cities: 

Carpet Sweepers, American Queen, 
$54 per doz.; Elite, $60 per doz.; 
Grand Rapids, nickeled, 15-in., $48 
per doz.; same jap., 17-in., $60 per 
doz.; Parlor Queen, $56 per doz.; 
Princess, $50 per doz.: Universal, 
nickeled, $46 per doz., and jap., $42 
per doz. 

Toy sweepers, Little Gem (3 and 6 
doz. cartons), $3.75 per doz.; Little 
Jewel, 1 doz. cartons, $10, and Junior, 
1 doz. cartons, $16 per doz. Little 
Helper, $2 per doz. 


CHURNS.—Call for churns shows some 
improvement as the spring advances. 
Stocks are well assorted and prices 
— 


jobbers’ stocks, 


stocks, 


a from jobbers’ 
CS type 


A. 6 ities: Barrel 
churns at 8% per cent from list. 








EAVES TROUGH CONDUCTOR PIPE 
AND ELBOWS.—Demand is showing 
a slight improvement, due to construc- 
tion and repair work. Prices are steady 


| and firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Slip joint, single 
bead 28 pa. eaves trough at $5.50 per 
100 ft.; 28 ga. 3 in. conductor pipe at 
$5.40 per 100 ft. and 28 ga. 3 in. el- 
bows at $1.73 per doz., net. 


FIELD FENCE.—Sales show a fair 
level, with stocks well filled. Prices 
are unchanged. 


We quote from 
f.o.b. Twin Cities: 
and bottom 12% ga. 
type of fence at $30.04 per 109 rods 
with other sizes and weights in pro- 
portion. 


FILES.—Call is fair, with ample stocks 
on hand. Prices are steady. 


We quote from jobbers’ stocks, 
f.ob. Twin Cities: Best grade files 
at 50 per cent, and second grade files 
at 60 per cent from lists. 


GALVANIZED WARE.—Demand is 
steady, showing some improvement over 
that of a month ago. Stocks are well 
filled, with prices unchanged. 


jobbers’ stocks, 
26 in. 10 ga. top 
intermediate 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard | No. 
on a or tubs at $7.50; No. $8.25; 


No $9.45; heavy tubs, No. 1, $12.60: 
No. 4 $13.80; No. 3, ais standard 10 
qt. nails, $2.70: 12 $3.05; 15 at., 
$3.40: stock pails, 16. at.. $5, and 18 
qt., $5.50 per dozen, net. 


xLASS AND PUTTY.—Sales are rather 
light at present, with the spring rush 
over in most of the territory. Call 
from shops and factories is fairly good. 
There are no changes in prices. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Minn. prices, sin- 
gle strength glass, 83 per cent; double 
strength, 85 per cent, and ee ak 
pure putty in 50-Ib. drums at $4.8 
cwt., net. 


HAMMERS AND HATCHETS.—De- 





mand for small tools is fair, showing 
some increase as the season advances. 
Stocks are well filled for the call, with 
prices steady and firm. 


We quote from jobbers’ stocks, 
f.o.b. ele Cities: Maydole, No. 11% 
nail hammers, $12.60; Plumb No. HF- 
81, $12; Riverside, No. 611%, $12; 
Plumb Broad, No. 2 hatchet, $16.40; 
No. 2 shingling, $12.50; No. 2 claw, 
$13.75 per doz., net. 
HOSE.—While the early spring demand 
is over, there is still a fair trade in this 
line. With more frequent rains, the 
urgent need of sprinkling has de- 
creased. Stocks are well filled, with 
prices steady. 
We quote 
f.o.b. Twin Cities: 
in., 3 ply, $8.25; Leader, %& in., 5 ply, 
$9.50; % in., 5 ply, $10.75; Good Luck, 
% in., 6 ply, $10.75; Bull Dog, % in., 
7 ply, $14; Riverside, molded, % in., 
black, $14; % in., black, $12.50; red, 
$14.50; % in., $14 per 100 ft., 


from jobbers’ stocks, 
iti Competition, % 


% in., 
net. 


ICE CREAM FREEZERS.—Sales show 
some increase with the coming of 
warmer weather. Stocks have been in 
readiness for some time and are well 
filled. Prices show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: 

Alaska Freezers.—1 a. = 95 each; 
2 qt., $3.45 each sy gy 4 
qt., $5 each: 6 q 2530" 30 ie A 8 qt., 
ee each; 10 Dy “$10. 75 each; 12 at., 
14 each; 15 qt., $17 each, and 20 qt., 


$21.50 each. hese are list prices 
which are subject to a dealer’s dis- 
count of 20 and 10 per cent. 

Atlaska Grey Goose Freezers.—1 at., 
$3.35 each; 2 qt., $3.90 each; 3 qt., 
$4.65 each; 4 qt., $5.70 each; 6 at., 
$7.25 each: 8 qt., $9.35 each; 10 aqat., 
$12.50 each. These are list prices 
which are subject to a dealer’s dis- 
count of 20 and 10 per cent. 

White Mountain Freezers.—2 at., 
$5.65 each; 3 qt., $6.75 each; 4 at., 
$8.25 each: 6 qt., $10.45 each: 8 at., 
$13.50 each; and 10 qt., $18 each. 
These are list prices and are subject 
to a dealer’s discount of 50 per cent. 


LANTERNS.—Call is fair, with stocks 
well assorted. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Long or short 
globe tubular lanterns, $13 per doz., 
net. 


LAWN MOWERS.—Mowers are begin- 
ning to sell much more freely. Stocks 
are full and prices steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Philadelphia, 
styles A and C mowers at 35-5 per 
cent; Style E, 40-5 per cent: style K, 
35 per cent, and Riverside ball bear- 
ing, $8.75 each, net. 


MILK CANS.—Demand is slightly bet- 
ter. Dairy herds are getting out on 
pasture, and the growth of the dairy- 
ing industry in the Northwest creates 
a steady demand. Price have not 
changed. 


We quote from _ jobbers’ 
f.o.b. Twin Cities: Railroad 5 gallon 
milk cans, $2.60; 8 gallon, $3.10 and 
10 gallon, $3.20 each, net. 

NAILS.—Sales are fair, dependent on 
the amount of building under way. 
Stocks are kept well asorted, and prices 
are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard wire 


stocks, 
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A VERITABLE STREET OF KAWNEERS 


84 Within a Radius of 2 Blocks in a 
City of 12,000 


Mast of the buildings on this street are typi- 
cal of those in the average business district. ‘They re 


are reminders of yesterday and today. 
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Above the I-Beams:are traces of the architec- 
ture which was in vogue when the hitching post 
and watering trough still were.a necessity. “Below 
the beams the aspect is different. 





a! 









rT TU! s uh 
The old box-type fronts with their huge; un- 1 

sightly pillars, plates of glass extending to the ceil- 

ing, and steps terraced up to the entrance, have 









THE 





been transformed, with but few exceptions, to mod- KAWNEER 
ern Kawneer Store Fronts — fronts thoughtfully li ‘i rm AM nop 
ween to effectively exhibit and sell modern mer- i l a 6 Niles Mich, 
chandise. Send book showi 
ail Mi emanate aioe of 


‘ , fronts for my business. 
Let us tell you more of what it will mean to 
bwectavanrraemmyrme @&8= = =£2 8 | ]3=«€«§|l een, h0lUmUlrt 





Coéonsule Your Architece 























nails at $3.25 keg, base, and cement 
coated wire nails at $2.40 keg, base. 


OIL HEATERS.—Demand still contin- 
ues good, with stocks well filled. 
Prices show. no change. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: No. 12 oil heaters, 
japanned polished steel, $3.66 each, 


and No. 016, nickel polished steel, 
$5.32 each, net. 
PAINTS AND WHITE LEAD.—Sales 
are showing up to a very good total. 
Outside painting is in full swing, and 
stocks are moving well. Prices are un- 
changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: First grade house 
paint at $2.80 per gallon, in 1 gallon 
cans, and white lead in 100 Ib. con- 
tainers at $13.84 cwt., net. 


PAPER.—Building paper is moving 
fairly well. Building work is at a 
fairly good rate, and paper sales keep 
pace with it. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Red rosin build- 
ing paper in 20, 25 and 30 Ib. rolls 
at $3.25 cwt., and tarred felt at $3.35 
cwt., net. 


PLANTERS.—tThere is still some call 
for corn and potato planters, although 
the bulk of this part of the spring work 
is out of the way. Stocks are being 
graded down, with prices still firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Acme corn plant- 
ers at $10.25, and Acme potato plant- 
ers at $10.25 per dozen, net. 


PUMPS.—Demand is fair, with activi- 
ties for the year in this particular just 
getting under way. Stocks are well 
filled and prices are steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Deming, No. 440, 
plain spout windmill force pumps, 
6-in. stroke, $6.85; adjustable stroke, 
$7.50; No. 495, underground discharge 
windmill force, adjustable’ stroke, 
$14.35; No. 415, $14.65; No. 403, hand 
lift, 6-in. stroke, $4.25; No. 182, hand 
lift, 6-in. stroke, 6 ft. set length, 
$5.25 each, net. 


PYREX OVEN WARE.—Sales are 


steady, with stocks well assorted. 
Prices show no changes. 
We quote from jobbers’ stocks, 


f.o.b. Twin Cities: No. 113 coscerones. 
at $1.17; No. 197 casseroles, $1.17; 

202 pie plates, 50c.; No. 210 pie piates, 
67c.; No. 212 bread pans, 60c 

utility pans, 67c.; No. 12 tea pots, 
1.67; No. 24 tea pots, $2, and No: 36 
tea pots, $2.33 each, net. 


fairly good. 
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Stocks are well filled, with 
no changes in the prices. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Wrought steel reg- 
isters at 40 per cent from lists. 

ROPE.—Sales are normal, with stocks 
ample for the demand. Prices are un- 
changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade manila 
rope at 26%c. Ib., base, and best 
grade sisal rope at 18c. Ib., base. 


SANDPAPER.— Call for sandpaper 
shows a slight improvement with the 
increase in the amount of construction 
work and painting. Stocks are filled 
and prices firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade No. 1 
sandpaper at $6.65 per ream: second 
grade No. 1, $6 per ream, and garnet, 
No. 1, $16.50 per ream. 


SASH CORD AND WEIGHTS.—De- 


mand s fairly good, with stocks well 
filled. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade sash 
cord at 73c. lb., and second grade at 
37%c. Ib.; cast iron sash weights at 
$2.10 cwt., net. 


SCREEN DOORS AND WINDOWS.— 
Demand shows improvement in this 
line. Stocks are well filled, in readiness 
for the call. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Common screen 
doors, 2-8 x 6-8, $1.63 each; fancy, 


2-8 x 6-8, $2.44 each; Sherwood ad- 
justable window screens, 24 in., $6.40 
and Wabash extension, . 24 in., $5.20 
per dozen, net. 


SCREWS.—Call is normal, with slight 
improvement with the coming of the 
building season. Prices have not 
changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Flat head bright 
wood screws at 80-10 per cent; flat 
head, japanned, 72%-10 per cent; 
round head blued, 77%-10 per cent; 
flat head brass, 77%-10 per cent; 
ne head brass, 75-10 per cent from 
sts. 

SOLDER.—Demand is good, with am- 
ple stocks on hand. Prices are slightly 
lower. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Warranted half 
and half solder at 41%c. Ib., and 
strictly half and half solder at '40'ec. 
lb., net. 

STEEL SHEETS.—Sales are fairly 
good, with stocks well filled. Prices 


REGISTERS.—Demand is steady and | have not changed. 


Mitra and more people, nowadays, are touring 
and camping. Their needs are great and must 
so, as the season for 
campers draws near, I believe that we fellows behind 
the counter should begin to give the camping outfits 


be purchased somewhere, 


considerable thought. 


There are hundreds of items carried in stock in 
every hardware store that these campers will buy. 
Most campers will tell us that they are going camp- 
ing and where they intend going, etc., but they do 
not always know what they will need on their trip, 
so it is up to us to become familiar with all the re- 
If we know what they 


quirements of the camper. 


will need, we are in a pretty good position to be of 
Reading matter continued on page 73 
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We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Galvanized steel 
sheets at $5.60 cwt., base (28 ga.) and 
black steel sheets at $4.35 cwt., base. 


TIN.—Demand is fair, with amply 


stocks on hand. Prices show no 
changes. 
We quote from jobbers’ stocks, 


f.o.b Twin Cities: Furnace coke, ICL, 
20 x 28 tin at $14.50, and IC, 20 x 28, 
4 lb. coating roofing tin at $15.25 per 
ox. 


TORCHES.—Sales are showing some 

improvement, with the building season 

upon us. Stocks are in readiness for 
the call. Prices have not changed. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Turner Master 
Line, No. 43, qt., $5.76; No. 45, qt., 
att No. 47, qt., $7.08; No. 48, qt., 


.48; No. 49, qt., $8.54; No. 52, qt., 
(flat), $6.96 each. Turner Standard 


7.42; No. 105, at., $4. ‘8: No. 208, 

§.25 each. Turner firepots, No. $3" 
7.20; No. 63, $7.97; No. 66, $10.18; 
No. 76, $7.13; No. 34, $8.67 each, net. 


WHEELBARROWS.—Call for wheel- 
barrows is steady and is fairly good, 
both from the contractors’ lines and 
from the home owners. Stocks are still 
well filled and prices steady. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Barrel tray fully 
bolted wheelbarrow, $37 doz.; No. 2 


tubular, $7.33 each, and No. 1 garden 
barrows, $6.25 each, net. 


WIRE CLOTH.—Demand has increased 
steadily, especially from the home own- 
ers and the jobbing contractors. Stocks 
are well filled and prices firm. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Black painted 
wire cloth, 12 x 12 mesh, $1.90 per 
100 sq. ft., base; alumina, 12 x 12 
mesh, $2.35 per 100 sq. ft., base; 
galvanized, 14 x 14 mesh, $2.70 per 
100 sq. ft., base, and 16 x 16 mesh, 
$3.10 per 100 sq. ft., base. 


WIRE.—Sales of smooth wire for con- 
tractors’ activities are good. Fence 
wire is moving at a fair rate. Stocks 
are well filled and prices firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Painted cattle 
wire at $3.01 per 80-rod spool; painted 
hog wire at $3.22 per &80-rod spool: 
galvanized cattle wire at $3.21 per 
80-rod spool; galvanized hog wire at 
$3.43 per 80-rod spool; smooth black 
wire No. 9, $3.25 cwt.; and galvanized 
smooth wire No. 9, $3.70 cwt. 





Campers 


ditional sales. 


service to them and to be able to suggest the many 
necessary items. 

We should remember that these people are going 
to require a great many items that are not con- 
sidered strictly as a part of camping outfits. 
will need fishing tackle, pocket knives, rope, auto 
accessories, small tools, and many dozens of other 
things outside the regular camping items, 
be on the alert for the campers and after we have 
sold them their tents, cots, stoves, lanterns, and 
many other regular requirements, let’s put the power 
of suggestion to work and make some good sized ad- 


They 


so let’s 


“There is profit in every additional sale.”—W.D.M. 





* LOELIN, OURS tae 
e: Se Ye SGN ADA ae tas ae ARS 



































June 3, 1926 

























. , 4 
tecg lt, 
o¢ 4 














HARDWARE AGE 


Prestige for 
Dealer 





HEREVER Badger 

tires are sold, they 
build prestige and perma- 
nent business for the Tire 
Dealer 





Exceptional quality -and 
unusual service assure this, 
and bring steadily increasing 
business from every class of 
‘service. 


Dealers supplied through 
leading Jobbers everywhere. 


The Badger Rubber 
| Works 


| Milwaukee, Wisconsin 
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GROUND SHARP! STAYS SHARP! 


New 
7 stainless 
‘oa utility 
| carver 
No. 45 


Nothing 


Youngest child of 


our grewing 


A thing 
Stainless family. of beauty 
: that CUTS 
84 full-tang blade, high polish, and LASTS! 


in handsome cocobola handle. 


Individual boxes in half-dozen carton. 





Order through your wholesaler 


GENEVA CUTLERY CORPORATION, Geneva, N. Y. 


“Honest Workmanship on Fine Steel” 

















“Put It Over’’ with a Baseball Display! 





Walter Johnson—Stuffy McInnis—Max Carey, they're all here! Can you imagine a baseball fan passing 
this window without stopping? Plenty of action in this display and your window will get attention every 
time you use it. 

You will want to go to the ball game when you get this display. Put it in the window before you go 
so it may be working for you. 


This coupon is a season pass for real business on Gillette Razors, Gillette Blades and all shaving accessories. It is 
still the first inning. Put it over! 


Gillette Safety Razor Co. Advertising Dept. Boston, U. S. A. 


Send Us Gillette Display Number 9-HA 
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MERCHANDISING IDEAS 


NEW ITEMS 











Klauberg Has Solved 


Cutlery Guaranty Problem 


Wes you buy a razor from C. 
Klauberg, Woolworth Building, 


New York City, you will receive instruc-. 


tions on honing and stropping. You 
will be informed that the razor you are 
buying was selected for the Klauberg 
stock because of its efficient shaving 
edge, and that if you take proper care 
of the razor it will give good continu- 
ous service. A little card is inserted in 
every package containing a razor. This 
reads: “This razor belongs to you. Go 
home and chop wood with it, if you 
wish to, but don’t bring it back to me 
if you do.” This novel and human 
warning usually brings a smile on the 
face of the customer. It serves a real 
note of warning, and Klauberg has 
practically solved the problem of re- 
turned cutlery which has been abused. 


Puts Pennies in Window 
with Cutlery Displays 


4\VERYBODY knows the old super- 

4 stition about a gift with a cutting 
edge cutting the friendship between 
donor and receiver. Of course this is all 
bunk, for cutlery items are among the 
most appropriate and acceptable gifts 
sold in a modern retail hardware store. 
Nevertheless, the superstition is there 
and Birkenmeier & Kuhn Co., Newark, 
N. J., frequently show a pile of brand 
new pennies with their cutlery windows, 
offering the purchaser a brand new 
penny to give with the knife; the ex- 
change of a penny is supposed to break 
the spell. 








New Quikut Line of Kitchen 


Cutlery 


The Clyde Castings Co., Clyde, Ohio, 
has recently announced its Quikut line 
The 


of razor edged kitchen cutlery. 














edge is 1/64th of an inch deep, which 
is as fine as the immediate edge of a 
razor, and will cut into the zinc top of 
the kitchen cabinet, bones and even a 
piece of steel. Such abuse will impair 
the fine cutting teeth and care should 
be taken not to use this highly tem- 
pered blade as a pry or can opener. 
This knife, being properly built, is 
designed to cut and stay sharp and if 
given ordinary care will be in use and 








Cutlery Facts 


American export of safety 
razors, safety razor blades, scis- 
sors, shears and kitchen cutlery 
for the month of December, 1925, 
totaled $2,583,725. Imports on 
these and all other cutlery items 
combined for the same _ period 
were only $86,770, according to 
figures published by “The Ameri- 
can Cutler.” December, 1925, 
data is the latest available at this 
time. The specific values on 
American exports of these items 
were: 


Safety razors ........ $546,888 
Safety razor blades .. 1,942,908 
Scissors, shears ...... 27,836 
Kitchen cutlery ...... 66,093 




















give entire satisfaction long after it has 
paid for itself in the saving of vege- 
tables. 

This blade, 2% inches long, is made 
from the very best stainless steel ob- 
tainable, which is evidenced by the fact 
that you have in Quikut razor edged 
cutlery the thinnest blade ever produced 
on kitchen cutlery. This is also proved 
by the fine razor edge to which the 
blades are ground. 

The razor edge is ground on the 
blades by a set of grinding machines 
built exclusively for the grinding of 
safety razor and Quikut cutlery blades. 


At left — Three 
items in the new 
Quikut line of 
kitchen cutlery 
At right—Lam- 
son & Gondnow’s 
new child’s knife 
and fork set 








Thirty Dozen Knife Sharp- 
eners Sold by Boston Firm 


N about one month McKay-Newcomb 

Co., Boston, Mass., sold 30 dozen 
small household type knife sharpeners, 
the kind which fastens to the table 
and is operated by turning a handle. 
The retail price was $1.50. Two or 
three sharpeners were fastened to a 
small display table placed just inside 
the door. A few large knives were 
handy for demonstration purposes. A 
price card was visible and many cus- 
tomers made their own demonstrations 
and actually sold themselves while the 
sales staff were busy with other folks. 
The price card suggested many uses for 
the home sharpener and being mounted 
on the table there was an irresistible 
appeal to try it out. A trial meant a 
sale and this Boston hardware store is 


convinced that cutlery displayed is 
easily sold. 
USTED blades have been caused 


by “sweat,” as for instance in the 
case of a shipment that has been in 
the severe cold for a little time and is 
opened up immediately on being re- 
ceived. It is best to let the shipment 
get accustomed to the local atmospheric 
conditionss 


New Child’s Knife 
and Fork Set 


Among the new items recently placed 
on the market by the Lamson & Good- 
now Mfg. Co., manufacturer of table 
cutlery, Shelburne Falls. Mass., is a 
Child’s Knife and Fork Set, put up in 
an attractive display box. 

The knife is mirror finished stain- 
less steel, with a grain celluloid han- 
dle, made up with a fork to match and 
makes a very attractive gift for the 
small folk. 
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Practical Data on Pocket Knives 


By Arthur Morton 


than just “goods” or in other words, good grade 

cutlery in place of just cutlery, the salesman, 
sales clerk or whatever one wishes to call the person 
selling the line, should possess a knowledge of the 
goods. Especially does this apply to cutlery. In 
addition the salesman should be able to rectify or ad- 
just any minor defect in the honing or setting of 
pocket knives, scissors, table and kitchen knives, etc. 
Also he should know how to handle the articles and the 
most advantageous way to display them. In pocket 
knives, which for the purposes of this article will 
include jack knives, pen knives, etc., in fact all clasp 
knives or knives that are carried in one’s pockets, 
he should know the difference between an ordinary 
jointed knife and one with sunk blades, or a 
“shadowed”, “bolstered” or “bearded” (the term used 
in this country is “tipped”) knife. 

And what is a jack knife? What constitutes the 
difference between a pocket knife and a pen knife? 
Generally speaking, a jack knife is one that has a 
spring to each blade, and is clumsier and heavier 
than a pocket knife—just an ordinary clasp knife— 
handle and blade or two blades placed along side one 
another a “pocket” blade—the bigger one—and a “pen” 
blade, the smaller each working on a separate spring. 
Of course one might have two “pocket” blades a 
“spear” point (See Fig. I.), or a “sheep foot” (See 


| order to sell goods, quality merchandise, rather 


Fig. 11), which get their names from their shapes. 
The blade used for trimming or paring sheep’s feet 
is shaped like a modified pruning knife (See Fig. III), 
slightly curved. There are scarcely any jack knives 
made with “sunk” blades, that is to say with the tang 
of the blade down level with the scales (See Fig. IV) 
as compared with the model shown in Fig. VI. 

If the blades are placed at each end of the haft 
or handle, and work on the one spring the knife 
becomes a pocket knife. The original pen knife was 
just a small blade (See Fig. V) fastened into an 
ivory or wooden (ebony, coco-bolo, etc.) handle as the 
model shown in Fig. VIII, or made as a clasp 
knife, ivory, pearl, tortoise shell, etc. scales as Fig. 
VIl. These were used for the first shaping of goose 
quills for pens, which were used before the introduc- 
tion of gold and steel nibs. At one time the pens were 
cut and made throughout with a blade. Later a little 
machine was used—a miniature steel die which re- 
ceived the quill after it was first roughly shaped with 
a blade. Hence the name “pen” blade. The small 
clasp knife as Fig. VII used to be placed in ladies’ 
needlework cases, or “etuies’, and were used for 
ripping, etc. It may interest readers to know that 
up to a comparatively short time ago, in all “civil 
service” or government offices in Great Britain quill 
pens were used. Legal documents, deeds, etc., were 
signed by ministers, lawyers, etc., with quillpens. 
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Follow this chart to better understand pointers offered by Arthur Morton 
Reading matter continued on page 76 
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Put this Free Display to work 
in your windows 


Pp it to work is exactly what we mean for it will work 
for you in producing sales of Carborundum products. 
It is a display that is different — 

A three-panel background that shows in photographic 
reproduction the use of three prominent Carborundum 
products— 

Then.built right into the display is a sturdy wide shelf 
for showing the actual Carborundum goods— 

A close’tie up between the pictures and the articles. 

The display is 34 inches high with a spread of 52 inches. 


Glad to send you this dominant sales help 
It’s satires the coupon 








i 2) 


THE CARBORUNDUM COMPANY, NIAGARA FALLS, N. Y. 


Name 





SaLes OFFICES AND WAREHOUSES IN 


Cincinnati + Pittsburgh . Grand Rapids « Milwaukee 7 
f/ City 











Ca rd Please send me, with- 


a out cost, one three- 
i panel display. 


New York . Chicago . Boston .« Philadelphia . Cleveland + Detroit rd SE et a RDA 





A The 
Carborundum 
Company 
Niagara Falls, N. Y. 
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Remember the June Brides, Says M. Frisch. 
He Turns $2,000 Cutlery Stock 3 Times 


UTLERY, except in the case of certain spe- 

cific purpose items, is distinctly an all-year 

seller. It is peculiarly adapted for gift pres- 
entation, however, and for this reason sales may be 
greatly stimulated at certain seasons, particularly 
in the late spring, when the June bride steps prom- 
inently into the picture, and during the Christmas 
Holidays. 

Carving sets, table cutlery, etc., are highly ac- 
ceptable to the June bride and through emphasizing 
this fact in its local newspaper advertising and di- 
rect-by-mail circularizing, M. Frisch & Co. of New 
Brunswick, N. J., have opened up an important ave- 
nue to profit. The company’s stock of cutlery aver- 
ages $2,000 and this is turned three times yearly. 

The sale of cutlery not only to the June bride, but 
to the long married householder, is also increased 
through the inclusion with monthly bills and state- 
ments of the various dealer helps issued by the man- 
ufacturers. The maker of a product, states Mr. 
Frisch, is the one best acquainted with its merits 
and inasmuch as he is as much interested as the 
dealer in building sales and good will, what he has 
to say is usually worth using. 

In respect to jack knives Mr. Frisch has found 
that the best sellers are the two and three-blade 
models and are priced at 50c., 75c. and $1.00. The 
most popular of the Boy Scouts’ Knives range in 
price from $1.25 to $1.75, and large numbers of 
these are sold yearly. Like all progressive hardware 
merchants, Mr. Frisch is particularly desirous of 
winning the trade of the boys in his community for 
they are the best possible prospects for the sale of 
sporting and athletic goods, wheel goods, roller 
skates, camping equipment, and a hundred and one 


RDS SR hehe CAR a ti A ew 





Rag op cutlery w indow display at the store of M. Frisch 4 
‘'0., New Brunswic _.dJ. Kitchen cuttery, tableware, knife 
sharpe ners, pocket cutlery and razor strops are included 


other articles sold in hardware stores. He appeals 
directly to the youngsters by means of special win- 
dow and interior displays and has always found 
that the time and effort involved were well spent. 
The company also sells a large number of knives to 
electricians for wire stripping. Except in the case 
of the electrician’s knives, which have a _ special 
blade for wire stripping, these are low priced as 
their life is necessarily short. The most popular 
style is priced at 50 cents. 





Cutlery display of Tremont Hardware Co., New York City, trimmed by Herb Farr 
Reading matter continued on page 81 
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meets every practical 


kitchen need. 


Made by cutlery experts. 
Backed by fifty vears’ experience. 

Stainless or carbon _ steel. 
Black, white glazed or friction- 
burnt maple handles. 


Ask your jobbing connections about 
this quality line. 


HYDE MANUFACTURING 
COMPANY 
Southbridge, Mass., U. S. A. 





Hyco Brand Cutlery 


everStain 


Sanitary Aluminum Handle Cutlery 








(Cross-section of handle, showing heavy sheet aluminum 


shell compressed over cork filler. Double locked under 
heavy pressure. Handle cannot loosen. 
~~ 





No. 3584—Fork——Stainless Steel. 


v a 





No. 3547 -Shicer—-7-inch Stainless blade. 





as cee 





No. 3567S—-Butcher—7-inch Stainless blade. 


Stainless 


Sharp as well as 
Order from your Jobber 


THE ONTARIO KNIFE COMPANY 
Franklinville, New York 














Anchor Brand 








= Stain Proof 
Kitchen Set 


Wherever dis- 
played our Stain 
Proof Kitchen 
Sets have met with 
a ready sale. 


They are guaran- 
teel not to stam 
or rust from acids 
in meats, fruits or 
vegetables and may 
be easily cleaned 
with soap and hot 
water. 


Our experience of 
85 years is your 
assurance of com- 
plete customer sat- 
is faction. 


Send for Booklet 
SS! and Trade-prices. 

















LAMSON & 


Shelburne Falls, Mass., U. Ss. A. 
New York Office—36 Warren St. 


BRANCH OFFICES: 





Known as Reliable for 
over Fifty Years 





Priest’s 
The bobbed hair fad is at its peak 
—take advantage of it. 


Priest’s Tiger and Shaver are 
ideal for keeping the cropped hair 
short. The daintiness and light 
weight of these clippers always at- 
tract women customers. 


Remember Priest quality and 
service are back of every clipper 


AMERICAN SHEARER MFG. CO. 





Boston: 7 Water Street. San Francisco: Wells-Fargo Bidz. 
(chicago: 1732 Republic Bldg. Seattle: 302 Pioneer Bldg. 
St. Louis: Victoria Bldg. los Angeles: 1006 Washington B'dg. 


NASHUA, N. H. 
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Display Stand CHRADE -)AFETY 
f YEC With Easel Push IE JAFETY 


for Window or Counter re No Breakingof 
Singer nails 











With Orders 
for Vaughan 
Ke. AT Kitchen 
: Tools 








ATCHIES TOOLS "7 
Vaughan’s new Si- 
lent Salesman is 
the most attractive 
aeSenee dis- ’ 
play stand ever pro- : oe ae 
duced for Kitchen <3 ty 
Tools. With Easel ele. 
Back, attractive in 
design and color 
combinations; 18 
inches high, 15 
inches wide, it car- 
ries six kitchen 
Tools and sells 














them. 

This display - 

stand is a new Sure to sell on sight. 

rn) ag ——. Absolutely safe in pocket snd in use 
help cut your sell- ‘or convenience you can't beat i. 
~ Es Easily operated with one hand. 
profits. It will be The safety slide locks the button. 


Y ov can't afford to be without it. 


Schrade Cutlery Co. 


Manufacturers of Superior Pocket Knives 
Factories: Walden, N. ¥.. Middletown, N. Y.. 
Main Office: Walden, N. Y. 

ORDER THROUGH YOUR JOBBER OR DIRECT 


sent free with orders for Vaughan-Made Kitchen Tools, the 
“No-Chip” Stay-White Handle Line. 


We make perfect Kitchen Tools for you, and help you sell 
them. That’s why Vaughan Kitchen Tools will make friends 
and profits for you. 


Write for Free Samples 


Vaughan Novelty Manufacturing Co. 
3211-3225 Carroll Avenue Chicago, Illinois 















RADIUM BLADES 
are Better Blades 


The Hardware Trade and Their Customers 
Using Radium Blades Say So 





Uee in Gillette 
Type Holder 





Radium blades are made of finest Swedish cutlery stee] 
from the Sandviken mills in Northern Sweden. Experts 
grind these blades on patented Roth machines to a 
wafer-like thinness, and a wide bevel edge; this gives 
keenest, longest lasting éutting edge. If you've never 
tried Radium blades send now for samples. Dealers 





helps furnished—electros, folders, window displays, car- 


Nationally 
tons, posters. Write for them. 





Advertised “% 
in Saturday @e OTTO ROTH, Inc., The Radium Cutlers_: 3 
Evening Post «\ 11-15 E. Runyon St., Newark, N. J. 





















SHOE SLOYD 

KITCHEN K N ] V E — OvSTER, Get an ‘‘Edge’” on Sales! 
PAPER Send for Catalogue PATTERN Dealers are do ft with the Dasey 
HANGERS MAKERS “Sharptt.”” It — a keen edge on any- 


Paper Hangers’ Knife 


thing—knives, scissors, sickles, teols. <A 
quick and ready seller—and «a prefit 
producer 


: DAZEY CHURN @& 


gy 
/ 4301 Warne Ave. 
St. Louis, Me. 













Robert Murphy's Sens Co. 
Ayer, Mass. 














SIDE LINES FOR SALESMEN 
Many good salesmen are looking for profitable “Side Lines” 


to handle. 


What have you to offer? Give detailse—insert your ad in the “Classified 
Section” of this paper and you'll be reasonably sure to find a 


Opportunities 
reliable salesman to represent you. 
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TIMKEN 


Tapered 
ROLLER BEARINGS 


th. For ‘‘that tired feeling’ at the thought of cutting 











the grass, the Coldwell Lawnmower Co. prescribes 
Timken Bearings. They kill excess friction—you 
can talk muscle-saving! 


{ ol dwell In every way Timkens add to your sales punch. 
They insure smoothest operation. They need lu- 
brication only once a year, and no other attention. 

° ° They are virtually wear-proof. For Timkens pro- 
Prescription vide higher capacity for all stress, including 
thrust. Timkens also give mowers the added en- 
durance of Timken-made electric steel. And only 
Timkens have the positive roll alignment feature 

to keep the bearings ‘“‘like new.”’ 


Every piece of machinery is bettered by Timken 
Bearings, and millions of people have learned it 
through Timken advertising, Timken -equipped 
automobiles, and other Timken-equipped devices. 
Timkens in household appliances give you the cash 
benefit of Timken reputation and performance. 


THE TIMKEN ROLLER BEARING CO., CANTON, OHIO 


co — 
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LEVELS Tat are LEVELS 


Ist Selected sticks of carefully seasoned woods. 
2nd The best of machine work throughout. 


3rd A wide variety of lengths and sizes with and 
without brass binding and end plates. 


4th Sensitive, tested vials drawn or ground to 
the true arc of a circle. 


5th Simple but positive twin bar and bead ad- 
justment. 


6th Superlative finish that excludes moisture. 


GOODELL-PRATT COMPANY 


GREENFIELD, MASS., U. S. A. | 





GOODELL- PRATT 


Fol O] Ol 61070) des 018) FW 
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This attractive tool window display in the store of the Walden Hardwire Co., St. Petersburg, Fla., has proved a drawing card for this firm 
in the sale of standaid trade marked tools. 


The Tool Department 


The Value of Display Space 


B y Don Thatcher 


HEN I heard two well-known, able hardware 

men discussing the value of the display 

space (creative selling space) owned by va- 
rious hardware stores, I could not help wondering 
to what extent the combined value of tools and dis- 
play space as sales accelerators entered their esti- 
mates and calculations. 

So that the prospective will be clear and there 
shall be no opportunity for misunderstanding even 
at the risk of you remembering that it is repetition, 
I reiterate that tools considered as all the year 
around selling items are the largest and most im- 
portant single line of goods included in the 20 per 
cent part of the variety of hardware stocks that 
are active sellers. Also that they exert greater in- 
fluence upon total sales than any other line of goods 
handled by hardware stores. 


Differences of Opinion 


As this is a statement of fact, made after careful 
investigation and analysis, aside from welcoming 
dissenting opinions with figures that will disprove 
this statement, I wish to offer the suggestion that 
when and wherever retail hardware merchants rea- 
lize the great sales creating value of the display 
space they possess, that their next thought should 
be about the goods that not only respond in sales 
to display, but that also are business builders and 
influence the sales of many other items handled by 
the same stores. 


We may have honest differences of opinion about 
the value and various forms of advertising, but in 
some way we all are agree that it pays to advertise. 
By many people it is claimed the best form of adver- 
tising is displaying the goods where they can be 
bought. If that claim is a fact, even liberally dis- 
counted, then it is hard to estimate the value of the 
display space possessed by hardware stores. 

As one visits the best and many of the average 
kind of hardware stores he is bound to realize that 
in some way the value of display space is becoming 
well known. 


Value of Space 

That part of display space that has often been 
neglected or carelessly misused—tops of counters 
and cases—where the merchandise is viewed by cus- 
tomers while they are BUYING is rapidly becoming 
the show places of goods worthy of that prominent 
position. 

A few days ago I had the opportunity of listening 
in on a conversation between two mem who are seri- 
ously trying to develop a plan that will permit them 
to rent the top of showcase privilege of 12,000 hard- 
ware stores. Their plans or ideas are to pay the mer- 
chant a rental for agreeing to use that space only for 
a limited number of items that he regularly carries 
in stock, these items to be selected from the total 
number handled by the merchant that are suitable 
to that method of display. Placing restrictions to 
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govern the kind, construction and finish of display 
fixtures and containers so they will blend with the 
store and not be shrieking a discordant note. 

Is the plan feasible? I don’t Know. On the face 
of it, if the merchant can receive adequate rental for 
space on which HE displays and sells the merchan- 
dise he regularly handles and buys of his regular 
or the most advantageous sources of supply. Also 
that he is only restricted to the number of items dis- 
played at one time, I don’t see where he can lose. 

Where does the lessee of the space privilege come 
out? The actual figures are not available, but he 
has worked out a plan that indicates the average 
time of display of each article, he seeks a fair figure 
for the average number of people who will see those 
goods if presented properly (without crowding) at 
the point of purchase. He regards that point as the 
best advertising space available and worth consider- 
able to the manufacturers of the merchandise in- 
cluded in the list the merchant has the right to dis- 
play. 

Will the plan work out? I don’t know and haven’t 
any. interest in it other than for the benefits hard- 
ware merchants and manufacturers can obtain out 
of it. In the meantime it starts one to thinking 
more about the value of store display space. 

As aforementioned many “Main Street Stores” are 
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giving considerable attention to the question of suit- 
able display containers, fixtures and the kinds of 
goods allowed to occupy valuable display space. 

Tool manaufacturers have been among the first to 
realize the sales value of store display space. This 
is evidenced by the great number of display fixtures 
offered under the heading of sales helps. As mer- 
chants give more thought to the value of their dis- 
play space, especially that atop counters and show 
cases, they will take further advantage of the great 
number of sales helps at their disposal and become 
discriminating in the use of these “helps” to the 
extent of using only those that display merchandise 
worthy of occupying such valuable space. | 

One of the principal points of consideration is. that 
of volume of sales obtained through counter and 
case display. How often do those of us calling at. 
certain hardware stores at regular intervals see 
time after time dilapidated easels, half empty and 
soiled, cheaply made cardboard containers partly 
filled with poorly made and ordinary goods? As 
we reach a better appreciation of the value of this 
wonderful sales space, those poor substitutes for 
sales helps and the ordinary merchandise they con- 
tain will give way to the modern sales helps sup- 
plied by manufacturers of good merchandise. 








Centralization of Money Power Is Dangerous 


By Hamp Williams 


to do so without personal reference unless the 

reputation of the writer is at stake, and if it is 
the Editors of Hardware Journals are not the judges, 
and the readers not the jury; if they were the deci- 
sion would never be made known. I had begun to 
think, however, that I could say anything in my letters 
to the HARDWARE AGE and no one would take issue. 

I have invited discussion and think it is best to 
have both sides to all questions discussed. There are 
two sides to every argument and I thank Mr. W. N. 
Fitzwater of Elkins, W. Va., for his letter in the 
March 25 issue. I would not, however, have men- 
tion Sears, Roebuck & Co. if I had known that 
Mr. Kittle, their president, was a personal friend of 
Mr. Fitzwater or anyone else, or that he was born 
on a farm in West Virginia. 

Well, I will say that Mr. Kittle is to be congrat- 
ulated. Any man should be proud of such a position, 
but I still maintain that centralization of money power 
is dangerous. It is good for the consumer while com- 
petition is keen, but when it is over and a few big 
concerns like Sears, Roebuck and Co. are in control 
I fear the results. It might be all right if the heads 
were all Kittles, born on a farm and in the great 
State of Virginia. 

There is another thought in Mr. Fitzwater’s let- 
ter that never came to me before, and that is sim- 
plification advocated by all the retail hardware deal- 
ers in this country. Mr. Fitzwater says: “ ‘The 


I discussing any business issue I think it is best 


elimination of waste,’ says Secretary Hoover, ‘is a 
pure asset, it has no liabilities’; and there are just 
as many possibilities for the elimination of waste in 
service as there are in commodities, and if com- 
modities could have talked, there would certainly have 
been some flow of words when 450,000 grinding 
wheels, 4200 spades and shovels, 700 plow bolts, 1000 
sink traps, 1900 rolls of fence and 900 files and rasps 
were decapitated by the application of the simplified- 
practice plan.” 

I never would have been in favor of simplification 
if I had known that it was to be applied to retail 
hardware dealers, eliminating all the small dealers 
and permitting the larger dealers to take over all the 
business, and it looks very much like that is exactly 
what is going to happen. 

Is it possible that we are to become victims of the 
simplified practice plan and declare a nuisance? If 
a few concerns like Sears, Roebuck and Co. are to 
handle the merchandise of this country because they 
have the money power to do so, are we to turn it 
over to them and trust them to do us right after they 
get control? Not without a scrap. 

There may come a time when I will call on my 
friend Mr. Fitzwater for a letter of introduction to 
the President of Sears, Roebuck & Co., but not 
yet. I am not complaining because capital combines, 
but am not willing that they shall monopolize the 
whole country to the detriment finally of all the 
people. 


Reading matter continued on page 84 
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Now You Can Sell More 
Stile Giant Screw Plates 











This handsome all metal display rack 
with its four popular screw plates is 
not only a good sales proposition, but 
it's a better buy. 


Screw plates, especially Q<eGant 
Plates, are good, staple, non-deterio- 
rating merchandise. Every hardware 
man knows it — every hardware 
man sells them, but mighty few let 
their customers know about it be- 
cause screw plates are big, clumsy 
things to display. 


But our new all steel rack takes 
care of that. It’s solid, un- 
breakable, yet fairly light, and 
only occupies a couple of feet 
of floor space. 


Write today for our special 
price. You will be surprised. 
We urge you to act now 
because we have many 
orders on hand and when 
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Treasury Department Issues Sweeping Decision 
—Countervailing Duties Against 


German Imports 


By L. W. Moffett 


(Washington Bureau of HARDWARE AGE) 
HE sweeping decision of the Treasury Department just issued 
applying countervailing duties against imports of a wide 
range of iron and steel products from Germanay has excited 
unusual interest. Not only is it declared to be the broadest de- 
cision of the kind ever issued by the Treasury, but inasmuch as it 
follows another countervailing duty order recently issued against 
imports of pig iron from the Tata Iron & Steel Co., in India, the 
impression has grown that these steps present a well-defined atti- 
tude of the administration for affording protection to domestic 
industry. 

It is believed that wherever there is convincing evidence that a 
foreign government or private organizations abroad, such as car- 
tels, etc., are subsidizing their producers to enable them to build up 
export business, no hesitancy will be shown in issuing countervail- 
ing duty orders. Likewise, where there is dumping anti-dumping 
penalties will be readily assessed. Other forms of cutting off un- 
fair competition abroad abound in the tariff act and present sharp 
reminders that mere duties regularly provided for normal trade 
are far from covering the complete protection which American in- 
dustry has back of it through the government. 





The countervailing order as to Ger- - - 
man iron and steel imports will affect | may not be large, however. Perhaps 
the Raw Steel Syndicate and its con- | more important is the effect it will 
stituent members, reaching in all lines 
of iron and steel manufacturers and re- 
manufacturers, including heavy hard- 
ware. The decision, therefore, although | 
concerning payment of bounties, is not | 
directed against the German govern- | 
ment. Most countervailing duty or- 
ders are directed against governments 
because it is the latter which generally 
provide the bounties. But the German 
system is assuredly a comprehensive, 
far-reaching one. Not only is bounty 
paid for the raw, semi-finished and fin- 
ished steel, but it is paid on all re-— 
manufactured products made of steel, 
whether hardware or other products, 
which are exported. The manufactur- 
ers of hardware in Germany who be- 
long to the Syndicate derive bonuses 
from exports in an indirect manner, but 
they are bonuses just the same and 
therefore come within the purview of 
the countervailing order. The plan fol- 
lowed is for the re-manufacturer, mak- 


ware exports to other markets by rea- 
son of the heavier costs the German 
hardware manufacturer and _ jobber 
will face and such markets may be 
more available to American hardware. 
The heaviest movement affected by the 
order will concern incoming shipments 
of pig iron. The order is to become 
effective June 13. 





With the recent decisions of the 
Supreme Court in the so-called Maple 
Flooring and Cement cases, and the 
opinions expressed by the Department 
of Justice, together with the present 
attitude of the Federal Trade Com- 
mission, the field of activity of a trade 
association has been made much 
clearer, in the opinion of President 
John W. O’Leary of the Chamber of 
Commerce of the United States. There 
is little reason today for a trade as- 


have in cutting down German hard-| 


| 
| 


| 
' 
} 


can business. By far the greatest op- 
portunity for self-government in busi- 
ness lies within this part of the Cham- 
ber’s membership, in the estimation of 
President O’Leary. 

“The codes of ethics and codes of 
business practice already established 
by most industries have had a decided 
effect upon the practices within trades, 
as well as upon public estimation of 
business,” said Mr. O’Leary. “But 
there is one further step necessary 
which has not yet been worked out. 
When the time comes that the various 
trades and industries shall find a legal 


method to coerce those members of 


| 


| 
| 
| 


| 


| 


their trade. who do not live up to the 
letter and the spirit of the properly 
established code, then we shall have 
little or no reason to fear government 
interference. It must be remembered 
that these codes and trade practices 


and their enforcement must primarily 


rest on the promise that dealings with 


the public must be fair. 











“There is a _ school of economic 
thought embracing not a small minor- 
ity of our people which believes that 
our natural resources either should be 
controlled by government or operated 
by government. It is in this field that 
American business must scrupulously 
carry on its operations in such a man- 
mer that this minority cannot justi- 
fiably claim that business is not oper- 
ated in the public interest. Coal, oil, 
water power and lumber are all sub- 
ject to the tax from this group and 


the progress of the trade association 





sociation to transgress either the spirit | 


representing these industries is vital 
to the fundamental principles of the 
right of individual initiative on which 
this government was founded.” 





Assistant Trade Commissioner Julian 
B. Foster, Melbourne, in a report to 
the Department of Commerce, advises 
that American tools such as hammers, 
planes, rules, levels and saws are en- 
joying good sales in Victoria, of which 
the capital is Melbourne. 





Proposed elimination of superfluous 








ing hardware and other lines, to buy 
German steel at the domestic prices, 
and then when exporting his finished 
products the re-manufacturer is given 
a drawback, to use the American equiv- 
alent, based on the difference between 
the domestic and export price of the 
German steel and according to the 
amount of material represented in the 
export shipments. 
ports from Germany to the United 
States may be reasonably expected to 
be affected by the order. The amount 


The hardware ex- | 
‘trade associations and recognizes that bearings, while on June 17 there will 


it can be one of the really great forces be a general discussion concerning the 


the greatest factors in the self-reg- 


or the letter of the law, Mr. O’Leary | sizes of trap screw ferrules will be 
maintains, and on the other hand the discussed at a meeting with the Divi- 
scope of the trade association has been | sion of Simplified Practice and the Na- 
so well defined that it makes him be- | tional Committee on Metals Utilization 
lieve the trade association still is in| at the Department of Commerce on 


its infancy and will grow to be one of | June 9. On June 10, there will be a 
| conference to discuss recommendations 


ulation of business. for simplification of hollow’ metal 
Mr. O’Leary pointed out that the | doors and trim. On June 16 a similar 
Chamber realizes the opportunities for conference will concern straight roller 


to build up this spokesman for Ameri-! problem of simplification of radiators. 


Reading matter continued on page 86 
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LOIN 
Cheney hammers 
Noes 


rett 
_— pair 


Tool users know a Cheney Ham- 








mer’s as good as it looks. 


They’re “sold on” the Cheney 
“hang” at their very first swing. 
A Cheney’s second-growth hick- 
ory handle always feels right in 
the hand, and its head with ends 
tempered for the work that’s ex- 
pected of them won’t batter or 
chip under their stiffest blows. 


Besides, they know that with a 
Cheney Hammer goes the real 
guarantee that’s stood behind ev- 


ery Cheney for three generations. 
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Summer 


SELLERS 


MARION Sheath Knife No. 3361 


All outdoor enthusiasts want and need 
a good sheath knife. Show them the 
MARION Knife—in 6 popular, attractive 
patterns—and you'll sell them. Best 
competitive quality and prices. Forged 
from cutlery steel. Provided with cow- 
hide belt sheath. 


MARION Warranted Pitching Shoes 


Popular with tour- 
ists, campers, clubs 
and home folks. 
Made in standard di- 
mensions. Correctly 
balanced. Numbered 
and colored by pairs. 
Special attention 
given to finishing 
and packaging—one 
pair to a box with 
official rules. And 
the price will sur- 
prise you. 


MARION Camp Axe, No. 112 


Indispensable with tourists, scouts, campers and 
for general farm and home use. Good, service- 
able quality. Attractively finished. Priced to sell! 
Liberal discounts on this and the whole MARION 


Outdoor Line. Order from your jobber, or write 
us. 
















Ask Your Jobber or Write us for 
Catalog “H” 





Other Big Sellers—MARION Brand Sheep, 
Grass and Hedge Shears; Grass Hooks; Chain 
Goods and Tongs; Plate Glass Push Plates; 
CRE-CO-ITE Axes, Hammers and Hatchets. 











MARION TOOL WORKS, INC. 


Subsidiary of Chicago Railway Equipment Co. 
S, A, 


Marion. Indiana. U. 
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INow 
in the 
Best 
Homes 






‘‘A Corking 
Good Capper’’ 
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EVERED!Y 
Bottle CAPPER 


The New Everedy Capper is a staple hardware item, be- 
cause women the country over are now bottling their own 
home-made beverages such as Grape Juice, Hires Root- 
beer, Ginger Ale, etc., and putting up catsups and relishes. 

The Everedy Capper is found in the most refined homes 

of America. It is easy to operate and never breaks a 
bottle. The wearing parts are of high carbon steel, heavily 
nickel plated, which makes it practically unbreakable 
itself. 

The Everedy Capper has been approved by Good House- 
keeping Institute, and the Saturday Evening Post and 
Liberty Magazine carry Everedy Capper advertising from 
month to month. 

We are telling millions of women in the better homes of 
the country how easy and economical it is to cap their 
bottles with the Everedy Capper. 

That they ere responding in great numbers to this ad- 
vertising is amply evidenced by the ever-increasing de- 
mand for Everedy Cappers. 

Our service to dealers is an important feature of our 
business. We help you make more sales and more profits 
on a genuinely staple article. Write for free cut sheet and 
other sales helps. 


Everedy All-Steel Cappers 









Retails at 
No. 100 Special. Plain Base— 
plain handle ... .$1.25 
No. 100-S Special. Plain tees 
spring handle lift...... 1.50 
No. 101 Padded Base—plain 
EE ecm iil ie see ele 1.50 
No. 10!1-SPadded Base—spring 
De Ge éwatdeseess 1.75 


THE Everepy CoMPANY 
Frederick, Md. 











EVEREDY STRAINER SET 


For straining jellies and filtering beverages. 
Consists of Folding Strainer Stand, Strainer 
Bag and Filter Bag. Retails at $1.25. 














Motors and Pullmans 


(Continued from page 45) 





each as a bonus from the great, good-natured, easily- 
satisfied, easily-worked American public! 
* * % 
What are our trade papers in all lines doing any- 
how? Every live trade paper should have an issue 


_of some kind. The only way to keep alive in journal- 
ism is to start issues. Well, what better issue could 
| the trade papers of this country get to pound home 
with fierce editorials than this surcharge? 











ee 














* @F 


Every manufacturer, every jobber, every hardware 
man who ever has the pleasure of spending a night 
on a Pullman car is held up by this surcharge graft. 
Nevertheless and notwithstanding, what are the trade 
papers of the country having to say about it? Well, I 
am sorry I am not running a trade paper myself. If 
I were I would certainly grab this issue. I would dig 
up all the facts. I would get the list of the Senators 
and the Representataives who voted for and against 
this measure. Possibly it is not too late. Senator 
Robinson told me that he expected at the proper time 
to bring up again the bill to repeal this Pullman sur- 


charge. 
* * * 


On my recent trip to the West I was gone eight 
nights; four of these nights I spent on a Pullman car. 
Possibly the memory of these four nights and the 
pleasure I enjoyed the following four mornings of sit- 
ting and waiting in the washroom while every Ameri- 
can not only washed and brushed his teeth with vari- 
ous kinds of tooth pastes and powders, used mouth 
washes, face lotions and talcum powders, but also pro- 
ceeded to take his daily shave with meticulous care 
and deliberation, have led me to work up a very strong 
feeling of resentment against this surcharge. 

* * * 

I just cannot understand why we should give a 
tip of 50 per cent to The Pullman Company on every 
Pullman ticket when they are cleaning up $19,000,000 
per annum. The regular rate for tipping, even in 
New York, is only 10 per cent. 


% *% * 


By the way—lI am told that common cast rim locks 
that were bought by jobbers before the war at 80c. 
per dozen are now being sold to jobbers at $4.60 per 
dozen. Can this be correct? I am just asking for 
information. 





Feature Programs 


In connection with window and interior displays 
of radio it is a good idea to use a show card on which 
you call attention to the broadcasting of some special 
sporting event or some interesting feature on the 
regular programs. Let people who haven’t radios 
know what they are missing. The average American 
is no longer interested in radio solely for the sake 
of the novelty of the thing. The various musical, 
sporting and political events are what interest him, 
and the more you tell him about these the more you 
are increasing your radio sales. 
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June Brides and Hardware Profits KR 
(Continued from page 47) Mm ft Tic 
into the store. This is one of the things we hard- q A 


ware dealers have been lame on. 1ttaareaserenenennnnnaas 

When a bride or newly married couple come in 
to buy a tea kettle, a percolator, a roaster or any ' 
of the dozens of other items in the cooking utensil 
line we often sell them a kitchen range, too. Or a 2 The Best Line to Sell! 
performance like selling a $75 kitchen cabinet, in 
which a woman can hang a measuring cup you have 
sold her is not in all instances theory. 

Of course, besides sales made direct to the bride 
there are many sales made for miscellaneous show- 
ers. This offers a definite field for selling many 
odds and ends in the housefurnishing line to friends 
of the bride-to-be for the customary showers. 

There is the group buying for showers that can 
be developed or at least occasionally accomplished 
if a dealer merchandises the idea and is alert in 
making the proper suggestion when girls come in 
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OR quicker sales and larger profits—sell 
the AUTOMATIC. Here is an incubator, 
built in a wide range of sizes, which meets 
very requirement of the progressive poultry 
armer. 


eV 

fa 

AUTOMATICS have many labor-saving and 

convenient features, which make them popu- 
lar. They are auto- 
matic in operation. 
They are regulated 
by the famous pat- 
ented Revolving 
Chute, which auto- 

‘ maticallyassures 
positive heat control 
at all times. Can- 
not overheat nor un- 
derheat. The pat- 
ented Cooling Rack 
eliminates extra 
steps and unneces- 

sary work. Cabinets are exceptionally well 

made—of genuine redwood and are perfectly 

in 


sulated. 





Automatic Super-Heater 
Oil-Burning Brooder 













L 


= Here is the latest and greatest improvement 
= =i oil- ne. oo tga 
, = Super-Heater or safety, easy operation 
PRS @ FORNE: Wire ane Se Geer aa = and perfect reflection pina distribution of 

mn ee = heat, this brooder is without an equal. The 

to buy for showers. The phrase “group buying” as = Super-Heater represents the best brooder 
we use it here has a double meaning. It means the 2 value on the market and it is sure to gain 
selling of a group of articles to a group of girls. = jnstant recognition from your poultryman 

Here in brief is the plan we recommend. Prepare = = customers. 

a suggested package of several suitable articles that 
together will retail in the neighborhood of $6. Have 
for your basic article, say an aluminum percolator, 
that sells for about $2. Then throwin a lot of miscel- 
laneous items such as clothes pins, jelly molds, salt 
and pepper shakers, rolling pins, egg beaters, etc., 
until you have a $6 set. 

To convey the spirit of the occasion and to give 
the package a feminine appeal a large heart used as 
a sticker, together with several cupids, is effective. 
‘This package can be featured in your window or on 
your counters. 

There are many worth while opportunities in the 
June bride business. Make the most of them. 





Write for Dealer Offer 


fash in on the growing demand for AUTO- 
MATIC INCUBATORS and BROODERS by 
becoming the Automatic dealer in your terri- 
tory. Automatics are nationally advertised 
in the Country Gentleman, poultry papers, 
etc. Write TODAY for our exclusive dealer 
offer and complete sales plan. 


THE AUTOMATIC INCUBATOR CO. 
Dept. 217 Delaware, Ohio 


pe srsaee at 
a ee 
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Building Up a Reserve 


‘¢ EN days of old, when knights were bold,” as the 
poet loves to phrase it, they were strong for 
periodical feasts. Those were days when there were 
no Chicago stock yards and cold storage warehouses 
and when there was not nearly the same certainty 
as to whether supplies would always be on hand at 
dinner time. As a result, like some of the lower 
animals, they used to make a real business of feast- 
ing when they feasted at all. And one of the curious 
customs was to have a skeleton’s head upon the 
banquet table, upon such occasions, as a solemn 
warning that human existence is uncertain. 
During the last few years, business in this coun- 
try has been enjoying its time of feast. Profit has 
been reasonably abundant and reasonably easy to 
get, but it is a good deal to expect that it will always 
be thus. No doubt a death’s head is much too grue- 
some a reminder of the reverses which are sure to 
come some day. Probably a revival of the old 
phrase: “In time of peace, prepare for war” would 
get far more attention if only for being less lugubri- 
ous. But it is certainly advisable that there should 
be some reminder. The histories of most of our 
successful big businesses of any age testify to the 
wisdom of building up a reserve fund against the 
rainy days which are sure to come. And yet re- 
serve funds are next to unknown among retailers, 
particularly small retailers. 


The average thoughtful man will take out insur- 
ance against the possibilities of the fire. He will 
even insure his business against loss by theft and 
against loss of his own services and those of his 
head men through death. But he customarily does 
little or nothing systematically toward offsetting 
the ravages of the times of financial stress which 
probably are far more immediate and imminent. 

To build up, little by little, a reserve fund is one 
of the keenest and wisest things that any mer- 
chandising business, particularly the small one, can 
do. It can always remain an anchor to windward, 
a source of confidence, inspiration even though it 
is never used. There should be no gainsaying the 
importance of enlarging one’s business from time 
to time, even though it does call for increased in- 
vestment. Yet, as compared with the latter, the 
relative importance of building up a reserve fund is 
far greater. Many a retailer has found that a little 
additional care, in eliminating the customary small 
leaks, can prove more than sufficient to build up, 
over a long period, a reserve fund, amply sufficient 
to assure the permanent success of a retail business, 
come what may in the way of financial stresses. 
As compared with the convenience and assurance of 
well-placed and carefully kept fire extinguishers and 
fire buckets, those same qualities, as demonstrated 
in the reserve fund, are incomparably more potent. 











New York, 2 Hudson St. 








RINGCO Bathroom Fixtures 
Look Well—Wear Well—SELL Well 





BRANCH OFFICES: 


AMERICAN RING COMPANY, Waterbury, Conn., U. S. A. 


San Francisco, 116 New Montgomery St. 


rnoco Mixtures score on so many points 
it is hard to say just which of their good 
features are chiefly responsible for 
rnoco «popularity. However, you can 
rest assured that your stock of RiNo 
Fixtures has everything your customers 
could desire from variety to price. 


Send for the rynoco Catalog; it describes 
over 300 different items, every one as 
good in quality and design as it is possi- 


ble to make it. 


Chicago, No. 29 E. Madison St. 
Boston, No. 170 Summer St. 
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Says the Man Behind the Counter 


OME hardware salesmen are “Headliners.” They needs to connect with enthusiasm over the business 
top the store list in successful selling. Others wherever he can find it. No man can keep drawing 
are “Deadliners.” They have stopped themselves half off energy and giving out enthusiasm and never 


way up the scale because they have it all figured out taking in any without going as flat as a storage bat- 

that they could go only so far anyway. ‘“Deadliners”’ tery that has never been recharged. 

never get to be “Headliners.” They never get past be sicidie an 

the dead line they have set for themselves. ’ 
In the days when I used to do a little bicycle racing 

I learned the value of a pacemaker. A rider who 

could not do a mile in better than 2.30 alone, could 

drop in behind a 2.20 man and, taking his pace, stay 

with him at his speed. There was always a difference 

of several seconds in the records for the paced and 


Little Bo-Peep, she had cold feet, 
And asked the salesman to warm them. 
The salesman, named Peter, 

Instead sold her a heater, 


The which, he said, could not harm them. the unpaced mile. A young rider learned fast riding 
—Hardware Mother Goose. by trailing behind the fast men and fighting to stay 
with them. 
I don’t believe any explanation is needed to show 
How does the live wire get that way? I have seen the hardware salesman the importance of getting into 
hardware salesmen who called themselves live wires, the company of pacemaking business men and learn- 
at least in their own minds, and with a good deal of ing to keep up with them. 
reason. And I have seen some of these live wires ETE 


lose their electric energy and become nothing but so 

many pounds of salesman. What was the trouble? Little Miss Muffet 

The trouble was that they did not realize that a live Who sat on a tuffet, 

wire gets its energy from outside, from a central Sought an advertised brand of paint. 
station, from some charging force. The live wire “Here’s some just as good,” 

salesman needs to keep hooked up with some source Said the clerk, but she stood 

of energy. He needs to associate with stimulating By her rights and said, “No it ain’t.” 
minds in personal contacts or in his reading. He —Hardware Mother Goose. 





Woven Right and 
priced right 


“Buffalo” Galvanized hardware grade 

wire cloth is outstanding value. It is 
7 carefully woven on improved power . : 

B ffalo looms, insuring aeeurate mesh and uni- The many uses of “Buffalo” 

u form selvedge, then thoroughly galvan- ree _Galvanized Hardware 

; - , : ade Wire Cloth for screening 

ee ized—each intersection soldered with cellar windows, for guards, etc., 


spelter—moisture will not harm it. When make it a rapid seller. Put up 
you sell wire cloth or any wire products ae de ie to 48 in. wide and 





























site with the “Buffalo” trademark attached 
Wir e you know you are offering your custom- 
Cloth ers the best they can obtain anywhere. 
BUFFALO WIRE WORKS CO. 
eh Send for catalog No. 8 A.B. 


BUFFALO, U. S.A. 





This ae Sow ares BUFFALO WIRE WORKS CO., Inc. 


guides a fellow when 


———ee (Formerly Scheeler’s Sons), Est. 1869 





318 Terrace Buffalo, N. Y. 
Manufacturers of 


The galvanizing process applied 


to “Buffalo” wire cloth not only 
fa OQ makes it more durable but also 
more attractive — consequently 
uff CLOTH” more saleable. 
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CONSIDER THESE FEATURES 
WHEN BUYING DAMPERS 














GIRCADE Steel Spindle Dampers meet 
WZs every requirement for quality dampers 
at minimum prices. They are of sturdy con- 
struction, and carefully assembled. For your 
late requirements, re-order Arcade Dampers. 
A reliable article is a guarantee of your cus- 
tomers’ satisfaction. Here are some of its 
outstanding features: 


—Steel spindle combining two essential features— 
strength and lightness. 


—spindle heavily japanned to prevent rust. 


—point of spindles long tapered and sharply 
ground to pierce stove pipe easily. 


—strong blade, with sand blasted finish, insuring a 
smooth surface free from grime. 


—nickel plated coil handle insures a cool and 
always firm grip. 





Write us for catalog—Ask your jobber for prices 


ARCADE MANUFACTURING CO. 


Freeport, Illinois 


ARCADE 


HARDWARE 
Ory. 
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Fussy Customers 


N any business where it is necessary to deal with 

the public, we are certain to meet fussy people 
and the hardware business is no exception. We 
have all waited upon fussy customers, and occasion- 
ally they get on our nerves, but my experience has 
been that it is very much of a mistake to let the 
customer realize that fact. When a customer must 
be shown every pair of pliers we have before he can 
pick out a pair that suits him, the easiest thing to 
do is to show them to him. He is spending his 
money and has a right to look over the stock before 
he buys if he wishes. 

A fussy customer oftentimes is just as easy to 
wait upon as one who does not ask to see everything 
in stock. Whether or not a customer is fussy is, 
sometimes, a state of mind with the salesman. If 
he thinks a customer is fussy, he is often too easily 
irritated, with the result that the customer does 
become fussy. I have found through considerable 
experience with fussy customers that they are not 
always as fussy as they seem, and I take a certain 
pleasure in being able to sell this class of people, 
because I feel that if I can satisfy the fussy, then 
I should be able to satisfy most anyone. 

To the fellow who detests fussy customers, | ad- 
vise that he endeavor to curb his temper and treat 
this sort of customer with just a little more tact 
than the average kind and I believe that if he does, 
he will have a larger personal following. 

““A salesman’s job is to sell regardless of the cus- 
tomer’s temperament.” 





Driver Salesman 


EARLY every hardware store of any size has 

some sort of a delivery system. Some have only 
one truck and one delivery man while others have a 
fleet of trucks and drivers. Regardless of the num- 
ber of drivers, however, the point is, are they sales- 
men? Most certainly they should be. 

Too often drivers are hired without any thought as 
to their sales ability. If they can drive well, are 
prompt, and are honest; these seem to be the main 
requirements. I believe that every driver of a hard- 
ware delivery truck should know how to sell hardware 
and to use that knowledge to the advantage of both 
himself and the store. , 

He has more opportunity to sell goods than the 
man behind the counter. He calls on people who are 
already customers. He delivers to contractors who 
may need other goods. He sees prospects for sales 
everywhere he goes. Truly, a delivery man’s sales 
should be as large, in many cases, as the sales of 
those working inside. In order to do this, however, 
the employer must hire men to drive who can meet 
all the requirements of a man inside, and who has 
the ability to sell. I am sure that if every employer 
of delivery men would but put more thought to the 
ability of these men and pay them according to their 
sales, they would all realize an increase in business. 

“Not all salesmen are found behind the counter.” 
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Double Customers 


HEN little Jimmy and his Dad come into a hard- 

ware store, we fellows behind the counter should 
realize that we have two customers to serve, Dad be- 
ing, of course, the actual customer with Jimmy acting 
as assistant and adviser. We should speak to little 
Jimmy just as we do to his father, and when he makes 
some remark regarding his father’s purchase, we 
should use as much salesmanship with him as with 
his father. Dad thinks that Jimmy is a pretty bright 
boy, and what he has to say goes a long way toward 
influencing his father in making a purchase. 

I was in a store recently, and while there a man and 
his little son came in and asked to see a certain type 
of talking machine. The father looked at one machine 
and seemed to be on the point of buying it when the 
little fellow said that he was sure his mother would 
not like that one because he had heard her say that 
she must have one that would match her other furni- 
ture, and this one was of a different finish. The sales- 
man at once became irritated at the boy’s “butting- 
in” tactics, and, instead of answering the boy, he 
turned to the father with the remark that little boys 
should be seen and not heard. There was no further 
chance to show a different finish or use any sort of 
salesmanship because, being a proud father and know- 
ing that what the boy had said was true, he considered 
this an insult to both the boy and himself. They both 
turned and walked out without any further conversa- 
tion, and the salesman had lost a substantial sale 
simply because he did not realize the fact that he had 
had a double customer. 

I hope that this little incident may hold a moral for 
all men behind the counter, and that they may see the 
advantage of catering to children just as much as to 
their parents. 

“Children should be heard as well as seen in busi- 
ness.”’ ~-- W. D. M. 





Stops and Turn-Over 


ECENTLY a shoe manufacturing company which 
makes a product which is claimed to be espe- 
cially easy upon the feet, came out with a campaign 
of advertising which made the statement that the 
average person walks 7.2 miles every day of his 
life, which means 18,908 steps; and that he walks 
as far as from New York to Seattle every year. If 
the average person walks such immense distances, 
who is not upon his or her feet more than a relatively 
small proportion of the day, how very much more 
must the daily average of steps in the case of the 
person who sells goods behind the counter! 

The statistician who worked out the above figures 
could have an intensely interesting time in the aver- 
age retail store. If he were keen, he would point 
out to you, at the end of a week, that, if certain 
goods often asked for were placed near at hand to 
the counter and other goods seldom asked for cus- 
tomarily shelved near at hand change places with 
them, many miles of walking even by a small sales 
force and really hours of these same clerks’ and 
their customers’ time would be saved. 
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Another Retail Record 
Smashed by Guaranteed 
Witt Cans and Pails 


The consumer demand for Guaranteed Witt 
Corrugated Cans and Pails has increased so 
greatly in the last year that we have been 
obliged to erect another building to house the 
new Witt galvanizing and shipping depart- 
ments. 

This building—covering 27,000 square feet ot 
floor space—climaxes thirty-seven years of 
continuous expansion, during which all \Witt 


facilities have been more than doubled time 
and again, until today the Witt line leads the 
country in the sale of heavy Cans and Pails! 
Get in on this expansion! Each genuine \\ itt 
Can and Pail is guaranteed to outlast 3 to > of 
the ordinary kind, and each Witt sale pays 
you sevéral times the profits you ever can 
hope to make with any ordinary can or pail. 


Try a conservative order now—at once! Your 
Jobber can supply you, or write us—and be 
sure to ask about our new plan of Dealer- 
Cooperation. 


THE WITT CORNICE COMPANY 
2111 Winchell Ave. 
CINCINNATI, OHIO 
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Manufacturers of 
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EE. P. May Hardware Co.’s 
Baseball Outfit 


MARK 
REG. U.S. PAT. OFF. 


-» A genuine V@ 
: ee ee ‘ $3 0 
>" “TOM-TAP *% 
| product : 


“Tom-Tap” is an identi- 
fication of the products 
of T. H. Tapley of The 
Superior Laboratories, a 
widely known chemist. 
STOVOIL replaces old- 
fashioned stove polish, 
and is a genuine rust re- 
mover and preventative. 





\ll gas-stores and thousands of hard- 
ware stores daily put STOVOIL be- 
fore their women customers. Women 
appreciate new ideas in sanitation and 
kitchen cleanliness. STOVOIL comes 
in handy bottle form with screw-cap. 
It is nationally advertised and has 
eight vears test and proof. Satisfac- 
tory retail profit--order 3 doz. direct or 
through your jobber. Or—write for 
circular. 


Pacific Coast 
Distributors: 


General Sales 
(orporation— 


718 Mission S8t., 
San Francisco 
747 Everett St., 
Portland, Ore. 
350 E. ist St., 
Los Angeles 


Superior 


Laboratories 


Dept. 110 


2 
Grand Rapids, Mich. 
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469 to 477 C Street, N. W., Washington, D. C., 
comes the above picture of the firm’s 1926 baseball 
team. 

In commenting on the activities of the team Leo 
C. May, vice-president of the company, writes: 

“While the Mayco did not win the Commercial 
League championship in 1925, as the Washington 
Nationals won the American League Pennant, they 
went through a remarkably successful season, with 
11 victories, 5 losses and 1 tie. 

“In the Washington Commercial League we have 
a very good schedule for this season and we antici- 
pate at least an equal showing to that of last year.” 


—— the E. P. May Hardware Co., wholesaler, 


Mark-U p Confusion 


Dear Mr. Soule: 

Judging from some of the letters we are getting 
from merchants, there seems to be a great deal of 
confusion over the exact definition of MARK-UP. 

When the department store man talks about MARK- 
UP, he means that percentage of the selling price 
which is added to the merchandise. When the small 
retailer talks about MARK-UP, he means that percen- 
tage by which the cost of the merchandise is mul- 
tiplied to get the amount which, added to the cost, 
gives the selling price. 

This small store merchant calls the department 
store’s MARK-UP, MARGIN. Margin, or gross profit, 
is the sum of the operating expenses and net profit. 
It.is the spread between the cost and the selling price. 

Of the two, the small merchant seems to be correct 
in his terminology. 

There is bound to be more or less confusion among 
the different kinds and types of merchandise unless 
this terminology is straightened out. Would it not, 
therefore, be a good plan for your paper to ask for 
comments on this subject, draw the fire from the re- 
spective camps and thresh this thing out for all con- 
cerned ? 

H. R. LA TOWSKY, 
Merchants’ Service. 
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You Can Lift Them Off 


And Clean Them 


HESE beautiful white china bath- 
room fixtures can be lifted from 
the wall and washed whenever cleaning 
is desirable—and all attaching ele- 
ments are covered when they are in 
place. 
They will never crack or tarnish. 
They have no sharp corners; no cracks 
nor crevices where dust and dirt can 


collect; no visible screws. 


‘“Easy-Set”’ fixtures have proved to be a 
very profitable line for Hardware and De- 
partment Stores. They fill a definite need 
in the modern home, and since they are 
extensively advertised in national maga- 
zines, women are quite naturally going to 
your type of store in order to buy them. 


J. H. BALMER CO. 


259-267 Plane St., Newark, N. J. 


EASY-SET 





CHINAWYTE BATHROOM FIXTURES 


AND WASH 


THEM OFF THEM 








Look Ahead— 


Before You Invest Money in 
Store Fixtures 


efore investing money in Store Fixtures, whether 
in a new store, a remodeled store, or simply re-ar- 
ranging your present quarters, get the answers to 
these vital questions:— 


Will they sell more merchandise? 

Will they reduce over-head? 

Will they increase stock turnover? 

Will they move slow merchandise? 

Will they attract new customers? 

Will they help me know what, when, and 
how to buy? 

Will they insure better control of stock? 

Will they simplify stock-keeping and in- 
ventory ? 

Will they prove an investment; an asset I 
can realize upon, or an expense and 
liability ? 


Warren Fixtures provide a positive answer to these 
important questions. They add practically nothing 
to the cost of the store—for they take the place of 
antiquated fixtures, shelving, etc., and increase the 
store capacity without added floor space. 


A product of one of the finest manufacturing plants 
in the country, directed by men of wide experience 
in the hardware industry, it is not to be wondered 
at that Warren lixtures are recognized the stand- 
ard of comparison by retail hardware merchants 
throughout the world. 


To round out Warren Service, our Store Planning De- 
partment will gladly assist you in suggesting new floor 
arrangements without cost or obligation. Catalog upon 
request. 


J. D. Warren Manufacturing Company 
159 N. State Street 


Chicago 
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Report of Mill Supply Manufacturers and Jobbers 


treasurer. Collections have been fair 
to good, and terms generally have been 
observed, although there is a continued 
abuse of the cash discount privilege ex- 
tended to customers. The returned 
goods evil is another factor needing se- 
rious thought. The high cost of sell- 
ing likewise demands attention. 

Reverting to the relations of jobbers 
and manufacturers, Mr. Smith called the 
attention of the latter to the unfair- 
ness of compensating their distributors 
to too little an extent, and to the un- 
wise policy of broadcasting their dis- 
count sheets. He stated that the ten- 
dency of manufacturers to seek dis- 
tribution through jobbers is growing, 
and that the cost of selling through 
other channels is too high. 

Mr. Smith said that the organization 
has been combatting the efforts made 
by the Southern Classification Commit- 
tee to raise the rating on transmission 
machinery and equipment to the same 
classes existing in official classification 
territory. 

An outstanding feature of the meet- 
ing of the Southern Association was the 
report of a special committee on trade 
practices, consisting of J. A. Vann, 
Young & Vann Supply Co., 
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SELF-LUBRICATING 
ALL WORKING PARTS 
COMPLETELY ENCLOSED 
DIRT -WATER-SLEET 


(Continued from page 53) 


ham, chairman; D. D. Peden, Peden 
Iron & Steel Co., Houston, Tex.; and 
T. F. Bailey, Banks-Miller Supply Co., 
Huntington, W. Va. It recommended 
the setting up of a correct cost finding 
system by jobbers and the adherence 
to the resale prices suggested by man- 
ufacturers. It also advised each job- 
ber to stay within the bounds of his 
own territory instead of invading that 
of his rival to secure a greater volume 
of business. 

The committee favored the policy of 
mill supply dealers in each territory 
working out an arrangement for the 
exchange of information regarding the 
credit standing of customers. It urged 
every member of the association to 
stand behind the secretary in his en- 
deavor to secure and retain cash dis- 
counts allowed by manufacturers. In 
discussing stock turnover, the commit- 
tee stated that “one of our members 
last year earned handsome dividends. 
In talking with him about his business 
we discovered that he had turned his 


merchandise eleven times in 1925. 
This, combined with adequate pricing, 
developed satisfactory profits. We be- 


lieve that the chain stores with their 
idea of quick turnover can teach us 


SELF 


years. 
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something. Mill supply jobbers should 
carry stocks that will meet the reason- 
able demands of their trade, but they 
should not invest in items which will 
not turnover at least six times a year.” 

In making his report as chairman of 
the executive committee, J. L. Pitts 
reaffirmed the wisdom of the policy of 
manufacturer’s distributing their goods 
through jobbers instead of selling di- 
rect to consumers. The question of 
holding group meetings in various 
parts of the territory covered by the 
association was discussed exhaustively. 

L. J. Larzelere, Farquhar Machinery 
Co., Jacksonville, Fla., was _ elected 
president for the 1926-1927 term at the 
closing session. Other officers who will 
serve with him are T. C. Keeling, 
Nashville Machine & Supply Co., Nash- 
ville, Tenn., first vice-president; F. M. 
Archer, Superior Supply Co., Bluefield, 
W. Va., second vice-president; Alvin M. 
Smith, Smith-Courtney Co., Richmond, 
Va., secretary-treasurer. Members of 
the executive committee will be George 
Winship, chairman; J. L. Pitts; C. C. 
Rose, Central Supply Co., Little Rock, 
Ark.; and W. W. Doe, Alabama Ma- 
chinery & Supply Co., Montgomery, 
Ala. 
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PUMP JACK 


HE ideal pumping jack is the one that can 

be operated with a minimum of care and 

attention, and at the same time give economical 

and dependable service over the longest span ot 

Quality is essential for service of this 

' kind—other important factors are design and 
special improvements. 





Myers Self-Lubricating Pump Jacks are a step-in- 
advance of others. 
system, housed working parts, machine cut gears and 
pinions, and steel connecting side arms are responsible 
for new service standards that mean the utmost in 
satisfaction for those who use them. 


Their positive self-lubricating 


And when you sell a Myers Self-Lubricating Pump 
Jack, you too, have the satisfaction of knowing that 
the sale carries with it a margin of profit that you do 
not enjoy when selling a light weight, cheap jack. 


Right now is pump jack time—summer is coming 
on rapidly—humans and animals require more water 
during this period—be prepared to supply your cus- 
tomers with modern and proven pump jack equipment. 
We will be glad to quote or have one of our repre- 
sentatives see you. 








Flo. WORKS 


ALBANY - HARRISBURG - MILWAUKEE - CEDAR Rese a LOUIS - KANSAS CITY- NEW YORK 
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We All Work Hard Enough 


OU will never find me baiting silver hooks for 
4 success. I shall never gild the pill for your 
prosperity. Should you ask me how to succeed, my 
answer would be: intelligently work. 

Speculative success is a bright spot that soon 
turns into a shadow. 

I am no gambler. In fact, only men of much 
money can afford to gamble, and even they limit 
their chances of loss. 

Intelligent industry has always been the right 
road, the only real highway, to permanent success. 

Point to one man who has made big money in a 
quick way and I will prove that this man is the ex- 
ception that brands the rule as a poor plan. 

Let me give you a few examples where thoughtful 
energy has made its mark on the scroll of success. 

Frederick D. Underwood, one of the best informed 
railroad men of this generation, began in a most 
obscure position and rose to a presidency by intel- 
ligent industry. 

Douglas, the shoe man, once governor of Massa- 
chusetts, worked for his uncle pegging shoes, and 
he kept right on pegging shoes for eight years. He 
was a worker and he continued to peg shoes. Then 
he got to be a thinker, and when he put intelligence 
into his work, he left the small job and became a 
national industrial figure. 

Wrigley, the gum king, sold soap on the road and 
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THE BRIDGEPORT SCREW CoO. 


Bridgeport, Conn. 


apg gg 2 


E. Quigley, 
Milton Pray Co., ~~, 4 Francisco, Los ony Seattle 


G. M. Baird & Co., Memphis, Tenn. 
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saved $32 in cash. With this capital on hand, he 
began to think more and, naturally, to work less. 
It is estimated that 50,000,000 lower jaws are work- 
ing to make him profits. 

It was thinking out a plan, then working with the 
plan, that made Ford. When Ford was only work- 
ing, he made little money. 

Gustavus Swift, as a boy, worked hard for a 
butcher, then he started thinking and soon became 
president of Swift & Co. 

Jay Gould worked his way and studied his way 
through school, but Gould would have never grad- 
uated by just work. 

Benjamin Franklin proved what intelligent indus- 
try can accomplish. 

Sir Walter Scott, at the age of fifty-five, took up 
his pen and thought his way through a liability of 
$600,000. It would have taken a long time to work 
his way out of such a hole. 

Compare these men who were compelled to drink 
out of the cistern of self-denial with the many men 
you know who have been up on speculation and are 
now down with flat failure. 

I tell you, men, it is intelligent industry that 
counts. Constant work and careful thought. But 
be sure the thinking is ahead of the working. 

We all work enough, but few think enough. 

—The Silent Partner. 
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Carriage and Stove Bolt Price List 


Compiled for Hardware Age by M. M. Godschalk 


EXPLANATION—List prices are in accordance with latest revision of 1923. Knowing your cost on these sizes 
and knowing the margin you wish to make on bolts, you can readily determine a price for any desired quantity. 


For example: 
wish to sell at 33" off list. 
discount, which in this case would be 74—your selling price. 
order, you could quote 40 or 50 off list by the same method. 
respectively. List prices are per 100. 


CARRIAGE BOLTS 


-(3/16 and 14 inch diameter) 


DISCOUNTS 





















































DISCOUNTS 


CARRIAGE BOLTS—(5/16 inch diameter ) 






















































































On 3/16 inch bolts, 2 inches in length, let us assume you buy at a 60 per cent discount, and that you 
You would find the 2 inch column and run along it until you were under the 33'% off list 
Should you on the same number have a quantity 
In this case the quotations would be 66 and 55 




















Le bart ti List 
Length List 
> 1 ") 25 333! 1) ) 60 a 10 20) 2 33 ls 10 a0 60 
—s n : ; | 
ls 100 95 oo xt) 75 67 60 WO 40 | 
l'y 140 133) 126) 1M) 105 93) St] 70 56 | 
2 110 105 gy SS xv 74 66H or) +4 . . : — 
2 155 | 148} 140} 124 | 117 | 104 93 | 78 62 | 
2! 120 114 10S ty) W) SO) ‘2 60 is : | 
24 170 162 153 136 128; 114 102 | = 85 68 | 
3 130 24 «117—s«d204 Ys 87 78 65 52 : ——|— : | I— ~- 
3! 140 133.5 126 114 105 93 s4 70 56 : | 185 Bin oe ne 30 = = i 
2 > a ” we “ ‘ ow - “| a sone . ' ae . 
. _—- - , 3% 200 | 190) 180 | 160 150 | 133) 120 | 100 80 | 
1 150 143 135 120 113 100 o0 75 | 60 . -— —]——_— : : | _—| 
, - — — = . 215 | 5 re = ; é » j 4 
ig 160}; 152 144) 128) 120) 107 96 80 64 PE ia Re nat: Miriest Baca. Mone best bem eo ot 
— —_—|—__—_|_. 144 | 230 | 219 | 207 | 184) 172| 153] 138] 115) 92 | 
wc dl Mec Ta idl ec Un 5 Me t Rieoe 5 | 245] 233 | 221| 197) 185| 164] 147] 123| 98 | 
7 - _ - = ~ - — — : 24. ood | < : SS) | 44 | ‘ 
5! 180 | 171 | 162) 144 135 | 120/ 108 90 72 , ~- =|} ———| —-—-] |---| + — ~ = | 
~~ - jlo 260 | 247 234 208 195 | 173 | 156) 130 104 | 
; ‘ 7 + : > rd 4 R . — —————— ‘ . i — . - . — — - = = = 
| I Bld Toes Cent Phat Miah Det Binet Bite (atte ( | 275 | 262 | 218 | 220 | 207| 184] 165| 138 110 | 
614 275 | 261 248 | 220) 207/ 185] 165/ 138/ 110 $$ | $$} |__| _} mnie —}|—--—'—-— 
. om . a . en 6l5 365 | 347 | 329] 293 | 274] 244] 219 | 183) 146 | 
= py - Pe ed “yr oe - ‘ ' | = ee * ie -. 
285 | 271 | 257 | 228) 214 | 190 | 171) 143 | 114 - clr (Us “(8-78 ts oe pe garg gee 
714 205 | 281 | 266 | 236 222) 197) 177) 148/ 118 : Sheed Rhee! hee! etd Beet ee oe al 
aa OM a “se 743 | 395] 376 | 356 | 316 | 207] 264) 237 | 198) 158 | 
~ 305 | 290 | 275! 245 230| 203! 183/ 153 | 122 $$ — | |} ——} — |] — | ——_ |] ——_ | ——_| —__ —-—_ 
~ -—)— -—- —)—— |. ——-—} -—— 8 — 410} 390 | 369 | 328 | 308 | 267 | 246 | 205) 164 | 
81g | 315 | 300; 284) 252 | 237| 210| 189! 158 | 126 SE Decal Meads Mined Rin Wn 6 BP nied Seed Mieesst Seba 
—}|—— —|—— _—— — Sto | 425 | 404 | 383) 340) 319] 284] 255 | 213 | 170 
9 325 | 309) 293) 260) 244) 217/ #195 | 163 130 | —— $$$] — —_}| —__ |__| —___— —- 
—— —_—__—|— — | 9 | 440! 418 | 396 | 352) 330 | 293 | 264 220 | 176 
94 335 | 319 | 302 | 269 | 252) 224 | 201 | 168 | 134 | | | ——__| |__| -__|— ——__—_|——__-| —— 
|} ————--|-—— |. ——~ | —-—, ———,-—— —}-- —-]}- -—— a4 155 | 433 | 410 | 364 | 342 304 | 273 | 228| 182 
10 $45 i 328 | 311 277! 259! 230! 207| 173; 138 — ——j|——$_| —___|____|—_ —— —| ——_—| ———_|—_-—_— 
—_—— -—— - — | ——_|——_ |—___!____ 10 470 | 447 | 423 | 376 | 35 3| 313| 282] 235| 188 
1] | 365 347 | 329 | 293 274 | 244] 219 | 183 | 146 _ ap-iictaindcapesiicimeiinnaas |—__—— 
—-—- = -] —— —— - oe 11 500 | 475 | 450 | 400 | 375 | 333 | 300] 250); 200 
12 385 | 366 | 347 | 308 | 288 257 | 231 | 193) 154 | | | ——_|—__-|_-___| —__ -— 
| $$] |} | J | ——_} —__|—___ 12 530 | 504 | 477) 424 | 398 | 353} 318 | 265 | 212 
| 13 105 | 385 | 365 324 | 304 | 270 | 243 | 203 | 162. _— a ee ees ee | —_——_|— ~ 
| -— -| —-—-!|— —- | + 13 560} 532 | 504) 448 | 420 | 3 336 | 280) 224 
14 | 425| 404 | 383) 340) 319 | 284 | 255 | 213) 170 | - | —— | ————| ——- | 
postings — | . sas — —————————————————e en j S A ee j . | r ¢ Q5 905 265 
| 1 | 445 423 | 401 357 | 334 | 207 | 267] 223| 178 | patel ae Pint Bagh 443 | 393 i. a 
| — ed ee es | ———— —. ~| | 15 620 | 589} 558 | 496 | 465 437 372 | 310) 248 
| 16 | 465 | 442 | 4 419 | ‘372 | 349 | 310| 279] 233 | 186 |--—— ——|——_ | —__|—__| a | | 
“| 485 ' 48) 437 : — my Py 201 “oan | 108, 16 650 617 585 | 520; 488 433 390 325 20) 
17 | ) j 37 88 | 36: 324 | : 243 | 194 | - ——| — ——} --—_|----- _ | -——]——--- | -——, — -—- - 
—| -|— : == =n on a ome 17 680 | 646 612| 544| 510| 453 | 408 | 340 | 272 
| 18 | 505| 480/ 455! 404 | 379 | 337 | 303 | 253 | 202 ———|-—_——] ——__| —___; —___|- -| —_——_|—____|— — 
|-— --- --~-} ——-|---——-|- |= | —|———_|—_——-| | 18 | 720 | 675 | 639 | 568 | 533 | 473 | 426 | 355 | 284 
| 19 | 525 | 499 473| 420! 394 350 1 315 | 263 } 210 | 2 |———}|—_-| ——_|-_ | | 
|—— — | == ——|—_—_j__—_|___;—_—-| | 19 740 | 703] 666 | 592) 555 | 493 | 444] 370 | 296 
2 «= | «545 | 518] 491 | 436 | 409!) 365] 327] 273] 218 | |————}—_}—__|__|___ <senlet aea Ttas 
a Paes we 20 770) 732) 693 | 616 578 514 462 385 | 308 
STOVE BOLTS, Round or Flat Head _ ' 
(\% inch diameter) STOVE BOLTS, Round or Flat Head 
| é (5/32 inch ) Gamer) 
i | — _ a = 
| | DISCOUNTS seecousiies | 
_ es . : | . 
Length | List | Pw - — ae “i ieee - — 
Yh. | 20 | 25 | 33% | 40 | WD | 60 Length | List | 
—— = Gow 2 ee ee ee | 5 | 10 20 25 331g | 40 5O 60 | 
Ms | 85 | 81 78 6S 64) 57 | 51} 43] 34 ——$ —— | -— | |, — -—, —_|— | -—_'!- | 
—— |———|-— - : —{ | —_j____ | 3 85 | 81 78 | 68 64) 57 51 43} 34 | 
% | 85] 81] 78 68) 64) 57) Sl | 43 34 =P EET“ EP-E "O“ EPS IG" GR Pn 
Sled Bie OE. | “4 85| 81/ 78/ 68 | 64] 57 51 43) 34 | 
*% | 85] 81) 78/ 68! 64! 57] 51 | 43 “ui i--— =| ——— | | ——_|-———_|—_—_|-—_|__ 
; — — a —_ = = — 54 85 81 78 | 68 | 64 | 57 51 3 34 
| % «| «(8S 81 | 78 68 64) 57] 51 43 34 = —-]-. -——]} --- -- =] |---| | -~——|--—— : | 
: eee Sioa aad : san ed a es One 34 85 81; 78; 68; 64] 57 5] 43 34 | 
1% 90 86; 81! 78/ 68] 60] 54 45 36 | ~~} -- ——|-—-—] — ——|--—].- - —} --—-- ~~ 
) —| ——_—|—_—__ | ———$ |] | ——_}|_ —_——__ 1 90 86; 81] 78; 68! 60 54 15 36 | 
— 90 86} 81| 78 68 | 60) 54 45 36 | — —|———| | ——— --- —-|———;-—-—_—_|--—- | 
—E —_ SS — 1 90 86 81 78 | 6S | 60 54 45 a6 | 
| 1% 95 91 | 86 76 71 64| 57] 48] 38 -— -|—--—} —----]-- — —- —|—— -— | 
| $f] J a ee ee ee 11¢ 95 91 86} 76); 71 4 57 48 38 | 
| 1% | 100; 95} 90) 80 75| 67} 60] 50| 40 a ee) =| —-!------]. — —--| 
| ——_____ af ee | oa - ee L'4 100 | 95 | 90 80 75 67 60 50 ©, 
| 13% 105 | 100! 95} 85! 79| 70] 63! 52] 42 Hae =|] |---| —— —|-—_—— | - 
—— es ee ees — ;, —_ 13, 105 | 100 95 85 79 70 63 52 42 | 
| 1% 110 | 105 99 88 &3 74 66 655i 44) | |<< | | | —_—_|—_——_|—_ en | mn 
| ‘ | | | 1'4 | 110 | 105 | 99 88 83} 74 66) 55 14 
= | . ———— ——— _ = -| — = -| — o 
Copyrighted 1926 by Hardware Age 134 120 i 14 108 96 | 90 | 80 | 742 60 4S | 
| ace~enenl — |---| —-— emcees fi - —| -—| = . ——| 
This is the seventh installment of a complete series of bolt | 7 130} 124} 117 | 104 i 87 | 78 ed eed 
Pp 





prices, to be published weekly. 


Reading matter continued on page 98 























June 3, 1926 HARDWARE AGE 97 


PROFITS 
¢$SALE 








JUAVAADANUAASLOANADDAAREADEREAADREAOEAAAEAGUAAAAUA EAA AAbAANA PUT eS 





MAKE YOUR OWN SALES PRICE 
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FIREPLACE FITTINGS 
Andirons, Fireseits, Fenders 


Reproductions or adaptations of rare 
antiques in Brass, Wrought or Cast 
Iron. Carefully made; beautifully fin- 
ished. Also a complete line of Screens, 
Spark Guards and other accessories. 


THE S. M. HOWES CO. CONSOLIDATED ELECTRIC LAMP CO. 
DANVERS, MASS. 





44 Union Street Boston, Mass. 208 MAPLE ST. 
























REICHARD MAGIC-WEEDERS 
CONSTANTLY “DIG-UP” PROFITS 


Very little persuasion is necessary to sell 
the Reichard Spring-Tooth Combination 
Magic-Weeders to the garden enthusiast. 





lhe Saw Test 
The revolving hard- 
ened ateel inserts in- 
side the bronze bolte 
cannot be sawed 
through. 






















Just let him get the feel of it and the 
sale is made. Their many advantages are 
apparent. They are easy to use——just half 
the labor with better results. They cannot 
clog because of their spring tooth construc- 
tion. 
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KE] b = LOCK 


,;The measure confidence 
placed in it by a trade and 
ries public, the like of which no lock 
ee has ever received, shows the high 
— esteem held by it for its jimmy 
and saw-proof features. 
That’s why it is making his- 
tory as the biggest seller today. 
Made in rim and mortise, 
front and store door patterns. 
Investigate. 
FRANCIS KEIL & SON, nc. 
401-425 E. 163d St., New York, 
Established 1876 and five other models 


Reichard makes a line of nine’ models re- 
tailing from $.15 to $1.10. They will yield 
you a fine profit—-making it worth while 
to push them hard. 





THE F. H. REICHARD MFG. CO. 


Bangor, Penna. 
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Booster Hunts 
from the 
Department Store 


By Frank H. Williams 


ware merchant the other day, “J’ve been 

thinking lately that J’ve got the wrong at- 
titude toward department stores and I know that 
some of my friends in the hardware business also 
have this same wrong attitude. 

“For some time /’ve been kicking and cussing be- 
cause the department stores have been butting in on 
my business. It has made me good and sore to see 
some of the department stores in this section handle 
hardware goods. And I/’ve not only been sore at 
them for handling hardware, but I’ve also been sore 
at my customers for ever going to a department store 
for the purpose of purchasing hardware there. 

“I’ve even got so sore about the proposition that 
I’ve seriously considered running some advertising 
giving the public—including my customers—Hail 
Columbia for not confining their hardware purchases 
to the legitimate hardware stores instead of slopping 


é6 , OU know,” said a live wire Western hard- 
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“I am going to use effective light colorings on 
attractive goods in my show windows” 
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“IT now have a different slant on the whole 
situation” 


over and giving some of the business to the depart- 
ment stores. Thank Heaven, I didn’t make such a 
fool of myself, though. 

“But now I’ve got a different slant on the whole 
proposition and it has come through asking myself 
this question: 

“Why is it that the department stores are so suc- 
cessful in selling all lines of goods, including hard- 
ware, and what can I learn from the activities of the 
department stores which I can apply to my own busi- 
ness in boosting my own business? 

“In answering this question /’ve visited numerous 
department stores and l/’ve studied their methods 
very carefully and compared their methods with the 
methods I use in my own hardware store and with 
the methods other hardware merchants use and I’ve 
secured some remarkably illuminating information. 

“In the first place J’ve discovered that the depart- 
ment stores have a different attitude toward the 
public frome what I have in my own store. 


cand - 


Get the Visitors 


“The department stores are constantly trying to 
get more visitors into the stores whether the visitors 
purchase goods or not, because they figure that the 
more visitors there are coming to the stores the more 
chances the establishment will be ‘exposed’ to sales 
and the more certain it is that business will show 
an increase. In doing this the department stores 
never hound people to death to buy. J’ve roamed 
from top to bottom of some big stores and have only 
two or three times been accosted by salespeople. And 
every time that I have been-accosted it has always 
been with some such question as this: 

“*Can I serve you?’ or ‘Can_I help you?’ 

“And when I told the salespeople that I was just 
looking around they let me alone without any resent- 
ment and without any further effort to sell goods to 
me. | 
“How different that is from the attitude we have 
been assuming right here in my own store. Here 
we have been going on the assumption that a ‘Lost 


Sale’ is something that is closely approaching a crim- » 


inal offense on the part of the salesman. We have 
gone on the assumption that every person who came 
into the store to buy goods should be sold something 
before he left. And the result of this attitude toward 


-visitors has been that we keep eternally ding-donging 


(Continued on page 100) 
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Two New 





ENNSYLVANIA 
LAWN ‘MOWERS 


The very newest model—the last 
word in lawn mower construction— 
is pictured above. It is the 


Pennsylvania 
Super Roller Mower 


for golf greens, tennis courts and cro- 
quet lawns. 


Price to golf clubs and other users, 
$50 at Philadelphia. 








¥ Faultless Label 
Sells Casters! 











The other new model is the WM. SED on all varieties of good furniture, 
PEN N—Everyman’s mower for the Faultless Caster Label will go into 
household use. One size only, 16- thousands of homes! Women will want 
inch cut, retails at $16.50 at Phila- the same good casters on old furniture. 
delphia National advertising to-7,000,000 women 

F does the rest. Put the Faultless Demon- 


strator on the coynter to remind them. 


FAULTLESS CASTER COMPANY 
EVANSVILLE © INDIANA 


NOELTING 


FORMERLY FAULTLESS - CASTERS 


Founoed 1877 JOHN BRAUN © SONS Priaoevonia.ra Makers of Quality Casters for a Third of a Century 
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IVER JOHNSON 


BICYCLES VELOCIPEDES 
JUNIORCYCLES 


Champion Single Barrel Shot Guns 
Matted Top Rib Single Barrel Shot Guns 
Ventilated Rib Single Barrel Shot Guns 
Double Barrel Hammerless Shot Guns 


“Hammer the Hammer” Revolvers 


Send for Deater Proposition 


IVER JOHNSON’S ARMS & CYCLE WORKS 
332 River St., Fitchburg, Mass. 


Branches: New York, 151 Chambers St.: Chicago, 108 W. Lake 
St.; San Francisco, 717 Market St.; Ogden, Utah, 2327 Grant 
Ave.; New Orleans, 625 Pine St. 











Osborne High Grade Punches 


Belt Punches Arch Punches 


Spring Punches Revolving Punches 


A varied and attractive line for the Hardware Trade. Also: 
Leather Workers’, Trimmers’ and Upholsterers’ and Plumbers’ 

ls. 

The above tools will please your customers, as well as our 
famous Round and Oval Punches. 

Remember we have had ninety-nine years of successful manu- 
facturing experience, employ only skilled workmen and use the 
finest quality of materials. 

We stand back of every tool we make. Try us. 

Write for Catalog 
Cc. 8. OSBORNE & CO., NEWARK, N. J. 
ESTABLISHED 1826 























Give Your Customers the Best 


There’s nothing better than Speco 
Soldering Fluid for those who prefer 
a liquid to paste. 


. 


Speco is thoroughly protective and abso- 
lutely non-corrosive. It is a good seller, 
for all kinds of soldering. 

You can stand squarely back of Speco 
knowing it will satisfy. Send for Trade- 
prices. 


Special Chemicals Co. 





Waukegan, IIl. 





Ort 


Geo. W. Diener Mfg. Coe. 
400 N. Monticello Ave., Chicago, Lil. 
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Booster Hints from the 


Department Store 
(Continued from page 98) 





at them to buy something or other, so that they find 
no pleasure in visiting our store at all, unless they 
come for the specific purpose of buying something. 

“Also in my store we haven’t encouraged people to 
linger around and look at the goods after concluding 
their vurchases. Instead, we have instilled an at- 
mosphere into the store which says as plainly as 
words that customers aren’t wanted after they’ve 
concluded their purchases. 

“I’ve come to the conclusion that this is an al- 
together wrong attitude for us to have in our store 
and I’m changing things entirely. I’m going to en- 
courage people to come into the store just to ‘look 
around’ and I’m going to make it worth while for 
them to do so. I’m going to stage exhibits of various 
sorts that will prove attractive and interesting. 

“In these exhibits of various kinds I’m going to 
feature the home furnishing and equipment side of 
our goods very strongly. I’m going to have a model 
work room, for instance, of the sort that nearly every 
man would like to have in the basement of his home 
or in some vacant room in the home. I’m going to 
have this equipped with a work bench, tools, lathe 
and raw materials to work with. Then I’m going to 
advertise quite extensively that I have this model 
work room on view and I’m going to invite everyone 
in the city and territory to come and see it. And 
I’m going to tell them that they’ll be as welcome as 
the flowers in May whether they purchase anything 
or not. 

An Innovation 


“A mode! work room of this sort will be a distinct 
innovation in hardware retailing in this section and 
it’s a cinch that it will get a-lot of attention and 
arouse a lot of comment. Each of the articles in 
the model room will carry a large price tag so that 
all the visitors can see just what the cost of each 
article is. And I’ll also have a large placard in the 
room giving the names of all the articles in the room, 
the price of each article when purchased separately 
and the cost of all the stuff in the room when pur- 
chased as a unit. And, of course, the cost of the 
articles when purchased by a unit will be considerably 
less than the cost when purchased individually. 

“Also I’m going to stage other exhibits from time 
to time—such, for instance, as a showing of the com- 
plete sporting goods equipment that a healthy mod- 
ern boy ought to have. I believe that such a display 
would prove mighty interesting and attractive to a 
lot of people. 

“Then another thing I’ve learned from the depart- 
ment stores is that freshness and color are immense- 
ly attractive. But my store hasn’t had a very fresh 
or a very colorful appearance so far. Consequently 
I’m going to do something to give it more color and 
more light. 

“One thing I’m going to do is to use some of the 
spotlights from our auto accessory department in 
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throwing colored lights on attractive goods in various 
parts of the store. 

“Then, instead of having our shelves and counters 
all stained a dark color that makes no impression on 
visitors except the impression of gloom and cheerless- 
ness, I’m going to have the shelves and counters 
painted a light pink with white trimmings. And I’m 
going to see to it that even though the hardware we 
handle is apt to leave marks and mess up things, 
our shelves and counters are kept freshly painted 
and in good condition all the time. 

“Also I’m going to get more decorations, into the 
store than we’ve ever had. In fact I can’t remember 
when our store has been attractively decorated, but 
department stores are always blazing with colorful 
new decorations, and I’m sure that if I follow suit 
and make my store attractive in the same way it 
will be a big help in building business. 

“In fact, I’m going to make my hardware store 
one of the show places of the town—one of the places 
to which visitors are taken with pride by home town 
folks—just as in the case with department stores. 
And I’m absolutely sure that when I do all this I'll 
get a lot more people into the store than has ever 
before been the case with a consequent big increase 
in business. 

“And I’m wondering if other hardware dealers 
mightn’t also get some worth while business build- 
ing ideas from the department stores, too. I think 
they’ll be able to, don’t you?” 





Opening Hour or an Hour Later? 


HAT time do you get to work in the morning? 

The particular hour does not matter, it is 
whether or not you are at work at the opening hour. 
If you are one of those who are on the job when the 
store opens, you need not read further, for it is 
those who get down to work an hour or so after 
opening to whom I wish to talk. 

In many hardware stores, for an hour or so after 
opening in the morning is the busiest time of the 
day. That is the time when the contractors, car- 
penters, and other workmen wish to purchase for 
the day; so why should a store operate at that time 
with half, or perhaps less, of its personnel? In a 
factory, every man must be at his work when the 
whistle blows, and a store should be no different. 
There is really no reason for this sort of thing, 
except that some have that privilege and they take 
advantage of it; but my contention is, that every 
member of a store’s force should be at his job when 
the store opens, and this applies to the big boss as 
well as the rest, right down to the errand boy. 

“The early birds are not all of the feathered 
species.” 
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It?s THE Furnace for Melting Lead 
and Heating Soldering Irons at the 
Same Time 


Fitted with many improvements 
which are patented or have patents 
applied for. Ask for No. 40 catalog 
describing this furnace, also com- 
plete “ALWAYS RELIABLE” line 
of furnaces and torches. 


Also a full line of plumbers’ tools. 
Most jobbers stock. Others will order for 
you. 


OTTO BERNZ CO. INC. 
Newark, N. J. 
Offices in New York City, Chicago, Fort 


Worth, Denver, Helena, Mont., San Francisco, 
Los Angeles, Seattle, and St. Thomas, Ont. 





NO. 60—1 GALLON 
Gasoline-Kerosene. 








HACK SAW BLADES MACHINES 





“REDUCE YOUR COSTS” 


Samples furnished for testing. 
Write for catalog and prices. 
Sold by Jobbers. 


DIAMOND SAW & STAMPING WORKS 
BUFFALO, N. Y. 
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_Most convenient wrench made for general use. Com- 
bines Adjustable “S” Wrench with Nut Wrench in a 
practical way. 

Gets into and out of place; where a Monkey Wrench 
cannot be used. Forged-steel jaw. Malleable handle. 
6 sizes: 4 to 14 in. Write for Discounts. 


The Keystone Manufacturing Co. 
Buffalo, N. Y. 
Sales Representatives—Surpless, Dunn & Co. 
New York Chicago 
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Easy to 
Sell! 


Known for 


Quality 
Everywhere 





LANDON P. SMITH, INC. 
100 Coit Street, Irvington, N. J. 


Successor to SMITH 4 HEMENWAY 
CO., INC. (Glass Cutter) Business 





“Its all in 
the WHEEL” 











102 





\ 
aN ‘ 
Ne —S 

Al 
we AA 


MS hie 4h nel | i (i ey rT a | 


WH 


What is Isolantite? B. S., Cleveland, Ohio. 


Isolantite was discovered during the World War 
and while searching for a satisfactory spark plug 
insulator. It was developed by French technicians, 
and was designed to withstand intense heat as well 
as the mechanical and electrical strains of ignition 
service on high powered aviation engines. Isolantite 
is now used extensively wherever an insulator, with 
high dielectric properties is required. It is so hard 
that it cannot be turned or drilled or tapped unless 
available in a soft working state. Finished isolantite 
is white, devoid of spots or streaks and velvety smooth. 
It is sometimes colored with a coating glaze applied 
either prior to the main firing or subsequently. 


What is the best way of caring for paint and 
varnish brushes? B. M., Chicago, Ill. 


Brushes not in use can best be preserved by sus- 
pending them in raw linseed oil, so that the oil is 
well above the metal strap. Care should be exercised 
that they do not rest on the bristles as this will 
cause them to curl, thus ruining the brushes. The 
simplest method of caring for brushes is to drill a 
small hole in the handle. A piece of wire through this 
hole, and resting on the edges of the can, supports 
the brushes in an altogether satisfactory manner. 
Brushes should be thoroughly clean with turpentine 
before being immersed in oil. 


What is the life of the average retail hardware 
store? C. J. H., San Francisco, Cal. 


Available statistics would indicate that the life of 
retail stores in ten lines averages 7.57 years. The 
average for hardware is 7.9 years; shoes, 7.4 years; 
rugs, 7.4 years; jewelry, 7.2 years; groceries, 7.1 
years; dry goods, 6.9 years; books and stationery, 
6.9 years; furniture, 6.8 years, and wall paper, 6.7 
years, and clothing, 6.4 years. It will be seen from 
the above that the retail hardware store has the 
longest life. 


C. B., Newark, N. J. 


The watt is the practical unit of power. If the 
current flowing is one ampere, and the potential, one 


Please explain the “watt’’. 
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volt, the power expended in the electrical circuit is 


f 


one watt. The power expended in watts may be ob- 
tained by multiplying the voltage in volts and the 
current in amperes. 


Have you any figures showing the number of 
wholesalers handling automobile accessories? G. P., 
Baltimore, Md. 

According to statistics compiled from the 1925 
edition of the Hardware Age Verified List, 494 of 
the 796 general hardware wholesalers handle auto- 
mobile accessories. 


Please advise how stippling is best accomplished. 
J. C., Wilmington, Del. 

A stippling brush, which may be easily obtained, is 
used for this process. A small section of the wall 
is painted, and before it dries the stippling brush is 
applied. The bristles of the brush are brought 
against the paint with a tapping motion, and not with 
the usual up and down motion employed in painting. 

About what year did manufactured nails come into 
general use over hand-forged nails? When were 
wire nails first manufactured? R. E. M., Painesville, 
Ohio. 


Machine cut nails were first manufactured in the 
United States, shortly after the Revolution, and from 
that time dates the decline of nail making as a house- 
hold industry. By 1800 twenty-three patents had 
been granted in this country on nail machines, and 
the machine product was in general use. Wire nails 
were made in 1851 or 1852 by William Hersel of 
New York. They first became common in Europe, 
however, and were not generally used in this country 
until after 1875. In that year a German born priest, 
Father Goebel, established in Covington, Ky., a plant 
which employed a European process of making them. 
At the Centennial exposition in 1876 his product won 
a silver medal over French and German competitors. 
By 1885 twenty-six American firms were making wire 
nails. 


Reading matter continued on page 104 
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Sell the Best 
re) HARDWARE Stranger, I'll 
© For Hard-wear hele ach of 
For more than 48 years my seeds for 
Ke Bommer Spring Hinges have a small pinch 
maintained their leadership and of Nature 
Ko] ang their superiority over all Friend’s Magic 
am others. So Res 
© They have kept pace with the ae eae 
times, because they have been - 
Health Food 
kept up with the times whenever ; ; 
which is for 


improvement was possible. 


BOMMER 


SPRING HINGES 


ARE THE BEST 


Replenish your stock with Bommer. 


They are in universal demand—are 
quickest to sell—easiest to apply and 
the most satisfactory spring hinges 
made. 

Your Jobber handles them. 


Send for New ounene 47. lt isa 
big help in ordering 


Canaries and 
all other seed 
eating birds. 





ERE is a 

product 
which yields 100 
per cent profit and 
satisfies both cus- 
tomer, and bird. 


Liberal sample 


mailed on request. 








THE NATURE 


FRIEND 
2021 Boston Road 
New York, N. Y. 




















Bommer Spring Hinge Company 
Manufacturers BROOKLYN, N. Y. 












































No. 1046 


A Dollar Hack Saw Frame 
Adjustable—Pistol Grip 


Each Frame in an Attractive Package for Display 


The “Burro” Hack Saw Frame sells because it 
contains all the quality possible in a hack saw 
frame. Its price makes a strong appeal also. 


The frame is full depth, 31%4 in. under back, with 





C a b i net “800” makes single adjustment for 8 to 12 in. blades. Also 
M O S S B E R G Socket — og ne a frame 2'4 inches under 
Wrenches a fast selling Here is a piece of merchandise that really sells 
line. Chrome Molyb denum —_ _— a profit that makes handling it worth 


Steel makes them last long. 
The H. C. Cook Co. 


Frank Mossberg Corporation eo a 
Lamb St., Attleboro, Mass. 
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C4 
—Bison. 


Calamity Jane said to the weather 
man, “Now, these April showers May 
be over, but don’t July to me, August.” 











silence was 
shriek. 
Then all was still, save for a steady 
sobbing which seemed to tear at our 
very heart-strings. A still, white form 
lay on the ground. Towering over it 
was the awful creature who was re- 
sponsible for the whole thing. 
Another cry rent the air: “Mother, 
Henrietta’s laid her morning egg.” 
—lowa Frivol. 


early morning 
pierced by a_ heart-rending 


The 





Skinny Chorine—Gee, I wish I was 
a star. 
Perfect 36 Chorine—You’d look bet- 
ter, dearie, if you was a little meteor. 
—Amherst Lord Jeff. 





“Having motor trouble?” asked the 
kind-hearted man of the tourist under 
his car. 

“No,” said the tired traveler. “I’ve 
put so many of these gasoline-saving 
contraptions on my gasoline tank that 
I have to stop every ten miles to drain 
the tank.” 


The street was thronged with thou- 
sands of hurrying pedestrians. Sud- 
denly a woman’s cry rose shrilly 
above the noise of the passing throngs. 
“Give me air,” she shrieked. The 
crowds gasped and stood aside—and a 
woman triumphantly drove her car, 
with one flat tire, into the filling sta- 
tion. —U. of Wash. Columns. 


“You say you are perfectly normal.” 

“Ves,” 

“Do you light your cigarette with 
your right hand?” 

“Vas.” 

“That’s not normal, most people use 
a match.”—W. Va. Moonshine. 


If at first you don’t succeed, cry, 
cry again.—Pennsylvania Punch Bowl. 














“T want a horn,” said the new mo- 
torist, “which will make a country mule 
driver pull over to the side of the road.” 

“Sorry,” said the dealer. “We carry 
all modern accessories, but we don’t 
deal in miracles.” 





She—Can you drive with one hand? 


He—Ah, yes. 
She—Then pick up my glove. 





He—Petting makes a wild animal 
tame. 
She—Yes? 
He—Yes, but try it on a woman. 
—Texas Ranger. 





C 
John: How are the folks next door? 
Dave: Lazy. 
John: Is that so? 
Dave: Yes, their airedale even gets 


our bulldog to come over and scratch 
his fleas. 





“Death—” the cry was wrung from 
a slight girl who swayed and stag- 
gered. The crowd waited in horror. 

“Death—” repeated the girl, more 
distinctly. “Deth thave me one more 
dance.”—Louwisiana Purple Pel. 


He—What do you drink? 
He—I sometimes wonder. 
—Boston Beanpot. 


Traffic Cop—Why don’t you blow 
your horn at crossings? 
Motorist—Because every time I do 
all the girls step out to the curb. 
—Stevens Stone Mill. 


Paulina—lI believe it was rather a 
second-rate affair. 

Perdita—Perhaps it was only an 
oversight, your not getting an invita- 
tion.—Pittsburgh Panther. 





A lot of green drivers are painting 
the town red with yellow cars only to 
leave matters pretty blue when they 


are through. 
—Louisville Courier-Journal. 


Squire—Did you send for me, my 
Lord? 

Launcelot—Yes, make haste. Bring 
the can opener. I’ve a flea in my knight 
clothes! 





A Jew in New York recently received 
the following telegram from a friend 
in Georgia: 

“While riding in a street car today 
a man got up to give his seat to a lady. 
Your brother, Abie, beat her to it. His 
body will arrive in the Bronx Monday.” 
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COMB! NATION 
SOLDERING AND TINNING FLUX 


Used continuously and endorsed by leading manufacturers every- 
where. Will not destroy, damage or tarnish either metal or coating. 
Its quality is not affected by age, temperature or exposure. 
product that is sure to satisfy and sure to repeat. 





Order from your jobber or 


THE RUBY CHEMICAL CO. 
68 McDowell St. Columbus, Ohio 











Sorew Plate Bets 


“The Line That Keeps Moving” 


It takes steam to make the engine “Go” and it takes more than 
ood materials to keep tools moving. 

e’ve built “Go” as well as Quality into the complete line of 
**Threadwell” Tools. Let us send you our latest catalog. 


The THREADWELL TOOL CO., Greenfield, Mass. 


OFFICES: 
New pa ee 396 Broadway Cleveland, 135 St. Clair Ave., N. Bo 
Philadelp 809 Harrison Bldg. San Francisco, 604 Mission St. 
- ¥., 246 St. Paul St. Detroit. 1323 Dime Bank Bidg. 














An EXPANSION SHELL 


With a Sure-Dependable Hold 

Superior advantages: 

( It grips at the bottom of the hole by 

(2) Burying its jaws in the sides of the 
h 


ole. 

(3) By Underwriters Laboratory test it 
holde until the bolt or the material, 
into which it is placed breake. 

(4) When properly set it will not come 


loose. 

(5) Quickly installed. 

Overcomes these disadvantages: 

(1) It is NOT a friction hold. 

(2) No — from broken or misfitting 
parts. 

(3) Vibration does NOT affect it. 

Made in two types for 15 sizes of bolts. 

Practical in any Solid Material. 

A trial order for testing will soon con- 
vince you. 


Samples on request -No charge. Send for Bulletin No. 55. 
THE PAINE COMPANY 
2951 Carroll Ave. 
33 Warren St. 





~ 
—" 


— 





Chicago, Ill. 
New York City, N. Y. 


CONDUCTOR HOOKS 


HF FICIENT and reliable 

for plain or corrugated 
pipe. Ask for sample and 
No. 27 Catalogue listing 
hooks and hangers illus- 
trated. 


L. D. BERGER CO. 


59 N. 2nd St. 
PHILADELPHIA, PA. 

















The 


| H. B. Ives Co. 


New Haven, Conn. 
U. S. A. 


Established 1876 
Incorperated 1960 





Manufacturers 
BUILDERS’ HARDWARE 
HIGH GRADE WINDOW AND DOOR 
SPECIALTIES 


WRITE FOR ILLUSTRATED FOLDER 











NORCROSS 


Garden and Lawn Tools 


Have earned a reputation for dependable Quality 
and Service. The Hand Cultivator—in three 
sizes, meets practically every requirement in 
garden and flower cultivation. 

Our new ‘‘OUT-U-KUM’’ Weed Puller is some- 
thing new and novel in the weed puller field. 
It gets not only the top of the weed, but the 
entire root. Especially effective in Dandelions. 
Handsomely finished, moderately priced—it is 
an excellent proposition for hard- 

ware dealers. Put up dozen in 
an attractive Display Carton which 
virtually sells it. Order from your 
jobber, a trial carton by P. Post, 
(Wt. 11 lbs.) or write us. 


Manufactured only by - 


C. S. NORCROSS & SONS, 
BUSHNELL, ILL., U. S. A. 
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WARNING 


By virtue of its rights under United States 
patent 1,580,287, Cello Products Incorporated 
hereby gives notice that the manufacture, use and 
sale by others of such window glass substitutes 
as are covered by said patent, is not only un- 
authorized, but is a clear violation of the exclu- 
sive rights of Cello Products Incorporated. 


(Reg. U. 8. Patent Office) 


j The scope of this patent is such that any prod- 
WOOD SCREWS - " 

MACHINE SCREWS uct comprising a metallic mesh base, covered 
“anere parade | with a flexible transparent film which wets the 
strands of said base, the thickness of said film 
being such that the outlines of the meshes of the 
base are substantially preserved in the surface of 

the film, is covered thereby. 


Notice is hereby given that infringers of this 
patent must immediately desist or they will be 








prosecuted. 
Samples Gladly on a CELLO PRODUCTS INCORPORATED 
CONTINENTAL WOOD SCREW CO. 21 Spruce Street, New York, N. Y. 


New Bedford, Massachusetts, U. S. A. 














HELLER’S ADVICE 


On proper store arrangement, display and storage 
problems can absolutely be depended upon. 





Which Hod Would You 
Rather Carry? 


If you had to haul mortar for a living, you 
certainly wouldn’t want to carry a hod that 
dripped water all over your shoulder. 

You would choose a Never Drip Steel Hod 
with its one-piece ends. You would go 
whistling on your way while the other fellow 
sulked. 

There are lots of hod carriers in your town 
who are bearing the discomforts of carr ing 
leaky hods simply because they have not 





~ 


**Heller’s Reference Book on Hardware Store Shelving 


will a you plan for om sales.” Send Coupon shown the sensible and better kind. 
TODAY for your copy. asa i 
W. oe HELLER & COMPANY This open field of profit is yours for the 
767 Bryant St., Montpelier, Ohio 20 Vesey St., New York City asking. Write us at once for details. 
HELLER CO., Montpeli Ohi 
Sy send me + siaawute Bathe ‘Ne. 27- on Hardware The Clev eland Wire Spri ing Co. 
Store Shelving. Cleveland 
PEED 0.0 06 606000500 00000060 056600000606 60000060 690006 
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‘“BETTCHER” 


Christmas Tree Holder MOFe = 
than glass 




















Holds Lighter 
trees than 
1” to 3” cast-iron 
in dia. tree 
™= _CEL-O-GLASS 
we cd 
Destined to become the 
66 bP 
Most Asked For 
Article in the Hard- 
ware Trade 
Here’s the material that dealers are clamoring 
for! Production facilities have just been in- 
creased to supply the enormous demand for 
CEL-O-GLASS. 
Never before has a single article established itself 
so quickly and firmly. Never before has it been 
possible for you to handle a material that every- 
Sells Rapidly Wherever Shown body uses without carrying a line of sizes or 
: | models. : 
| This unbreakable t ree holder CEL-O-GLASS is manufactured only in one 
aire . grade—one size—one weight—one style. Comes 
stands firm and rigid and is not in rolls. Sell it by the foot, yard or mile! No 
likely to be ea sily upset breakage—no waste—no dead stock. 
‘ CEL-O-GLASS is an unbreakable, light weight, 
The Cup Can be filled with water weatherproof material which can be used prac- 
; thy 1 tically any place where glass is used. IT IS 
or moist sand which will Keep the NOT A CLOTH. No other material like it. 
tree from drying out and shed- Great for Summer camps. 
ding its needles all over the floor. National advertising is carrying the story of 
A vely finished j CEL-O-GLASS to homes, farms and manufac- 
(tractively nnisned in green turing plants throughout the country. Ask your 
enamel. Each holder packed in jobber for details and prices or write us for 
? sample, discounts and descriptive literature. Do 
a neat box-board carton. Two it NOW! 
dozen holders to one shipping 
case. Good profit. Place your CELLO PRODUCTS INCORPORATED 
order early. 21 Spruce St., New York, N. Y. 


The GO-BOY Corporation 
602J Caxton Bldg., Cleveland 


NEW YORK OFFICE: 7 East 17th Street 
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Painter's Trestle Conse A Extension Trestle 
u 





























Taper 
Single Single Extension 


Spruce Up and Sell Spruce Ladders 





Summer Is Here! See the Painter, Carpenter, Plumber, Mason, Farmer and Housewife. 
Sell Them a Ladder or Step Ladder 


W. W. BABCOCK CO. Bath, N. Y. 








on The Aad 
Perfect 
MULTAN OLA NATHAN 


The “Long Distance” Customer 








HIUUOIUUTA NAAN 





The fact that a certain station is hard to 
get on his radio makes no difference to 
him—it’s the “programme” he’s after and 


| WIRE CO. | he’s going to get what he wants. 


* 'KOLIT : | The fact that your store may be a little 
farther for him to go—isn’t the point— 
“Perfect” Brand Screen Cloth is what he’s 
after and the dealer who has what he wants 


gets the business. 
| Your Jobber stocks “Perfect.” 
i 
LUDLOW-SAYLOR WIRE CO. 
St. Louis, Mo. 


























June 3, 1926 HARDWARE AGE 109 





GOREN 





Weed Screws 
Drive Screws 
Ceaeh Screws 
Machine Screws 
Set Screws 

Cap Screws 

Saw Screws 
Thumb Screws 
Hand Rail Screws 


Special Automatic Screw 
Machine Products 


Steve Bolts 

Tire Bolts 
Agricultural Bolts 
Sink Bolts 

Hanger Bolts 
Machine Screw Nuts 
Steve and Tire Bolt Nuts 
Semi-Finished Nuts 
Castellated Nuts 
S.A.E, Nuts 

Jack Chain 
Plumber’s Chain 
Register Chain 
Safety Chain 
Furnace Chain 
Ladder Chain 

Sash Chain 
Escutcheon Pins 
Speedometers 


| 
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_ UNIFORM QUALITY and ADEQUATE STOCK 
The CORBIN SCREW CORPORATION 


The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 


Warehouses—New York, Chicago, Philadelphia 
Western Factory—Dayton, Ohiec 
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Key-Cutting Made Profitable 


The Segal Rectifying Key-Cutter Cuts an Accurate Key 
No. 800 in Less Than a Minute 


ye 


. Cuts all makes of “flat keys, such as trunk, a 
letter-box, padlock keys, etc., as well as cylinder 
or paracentric keys. 


oe 


2. Cutters and guides need not be changed. 


3. Cuts from the lowest groove, as the manufac- 
turer does, or from the bottom of the key, as 


you prefer. 


4. The patented constructed vise holds the key in 
place so firmly that it cannot slip. 


5. Gauges key from upper shoulder. 


6. 


Extra length rotary shaft bearing, which in- 
sures accuracy, strength and durability. 


a 


7. Cuts key in less than one minute. 


8. Makes an accurate duplicate out of an inac- 
curate blank. That is why it is called the Rec- 
tifying Key Cutter. 


9. Operates by hand or power. 


SEGAL LOCK 
and HARDWARE CO., Inc. 


155-161 Leonard St. New York, N. Y. ye 
Originators of Jimmyproof Locks Booklet on Request 


PHILADELPHIA BOSTON CLEVELAND DETROIT CHICAGO LOS ANGELES 
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W. 
2704 
Detroit, Mic mu. 


What does cold-drawin 

for your Hollow Screws? y 
does this Allen process make 
them sell ? 


Because it compresses the steel 
of the socket-walls, giving them 
greater density and 30% greater 
strength. 


Because it always assures a 
clean, perfectly-formed hex. 
hole, without chips in the 
bottom; without possibility of 
wrench-play. 


By tons pressure even on the 
smallest screws, the cold steel 
“blanks” are forced through a 
die; compressed around a hex- 
agon punch; drawn cold to the 
finished size. 


The costliest method of making 
a hollow screw. But it saves 


more costly breakage of screws 
—and the come-backs on the 


dealer. 


The Allen Mfg. Co. 


139 Sheldon St. Hartford, Conn. 
BRANCH OFFICES: 


C. Staudle, R. B. Gregory, BE. P. Crawford, 
Rochester Ave. 1029 age Ave. 3348 No. Park Ave. 320 
h. Boanston Philadelphia, Pa. San 


J. McRae, 
" Market Street 
Francisco, Cal 
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DEATER 


TUSULAR LATCHES 


fo or FRENCH & SCREEN DOORS 


gn @# 

| \ al 
i eae 
for CUPBOARD 


to steam simply ievetey:t 


‘The 
BUILDER’S 
SHORECUT TOABETTER 
LESS EXPENSIVE JOB 


EXTER tubular latches elimi- 

nate +/5 of the labor involved 
in, installing ordinary mortised 
latches. 


All other things being equal this 
time and money saving feature alone 
would make them well worth the 
consideration of any builder. But 
add to this the fact that they are 
Absolutely Trouble-Proof—practi- 
cally indestructible and unusually 
attractive, and you can readily ap- 
preciate why Dexter latches have 
become perhaps the fastest selling | 
items in the hardware line. 



































Investigate—Get the Facts 


NATIONAL BRASS CO. 


GRAND RAPIDS, MICH, 
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For Every Home 


A three-bar screen door guard that re- 
enforces the door and protects the screen 
against sagging and bulging. 

Fills a universal need in every home. 


Retails at 75c to $1.00 for a complete set 
of three guards. 


Made in five standard sizes, 26, 
28, 30, 32 and 36 inches long. Fin- 
ished in dull black enamel. 


Donley Alsteel Hose 
Reels 


Attractively finished in glossy green 
enamel. All steel construction, strong and 


durable. 


Drum made of specially corrugated gal- 
vanized steel, so that the free circulation 
of air around the hose 
dries it quickly. 


Prevents kinking, 
cracking and rotting of 
the hose. Capacity— 
100 feet of %” hose. 


Attractively priced — 
Made in two styles and 
sizes. 


Let us put you in touch 
with the nearest Donlcy 
Jobber. 





The Donley Manufacturing Company 
10585 Quincy Ave. Cleveland, Ohio 


Manufacturers of Donley Screen Door Guards and Alsteel 
Hose Reels. 
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Are You Profiting 
By the Demand 
For this Equipment ? 


Brookins Oil Measures and Brookins 
Portable Drain Tanks make crankcase 
service easy. 


With Brookins Oil Measures, the oil 
dealer can refill any crankcase or serve 
from one to five quarts of oil in one 
operation. And no matter where the 
oil intake is located or how hard it may 
be to reach—the flexible metal hose 
puts every drop of oil right where it’s 
wanted. 


With the Brookins Portable Drain 





Tank, any crankcase can be easily and Brookins 
. : - : Gasoline 
quickly drained by simply shoving the Can 


tank under the car and starting the oil 
flow. It makes easier Work for the oil 
dealer and less trouble for his cus- 
tomers. 


Order Brookins Portable Drain Tanks and 
Brookins Measures from your jgbber 
today. 


The Brookins Manufacturing Co. —_x x 
342 Xenia Avenue, Dayton, Ooio a 


Rrvokine 


&..... 


— 











Brookins 
Portable 
Drain Tank 


Brookins 
Oil Measure 





Made in one, two, 
four and five quart 
sizes. Has a flexible 
metal hose that reaches 
any oil intake without 
a funnel. A hand 
thumb-valve controls 
the flow of oil. 
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[UFHIN TOOLS 


SUPERIOR IN QUALITY AND DESIGN 
Winning Their Way with Mechanics and Dealers to the High 


Position Held by 
[UFAIN 


TAPES *” RULES 
a —=—_J aie Ne A 








Send for THE LUFKIN fpuLe (70. 


SAGINAW, MICH. NEW YORK 


Catalog No. 11—Tapes and Rules 
Catalog No. 5—Tools 
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Goulds Outfit W-210 
Autowater System 
Capacity 210 gallons 

per hour 









Automatic Oiling 





For city, sub- 
urban or farm 





— Better 
Ask for our Machine Screws 
new Autowater 
Catalog Re. yi for the 


Hardware Trade 


GOULDS PUMPS, Inc. 
SENECA FALLS NEW YORK 


PUMPS 


HARVEY HUBBELIE | 


aw VORK., &.V. 
ee Gant com et 
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Bronze ana Copper 
FLY SCREEN CLOTH 


Spargo is real fly screen cloth that looks the 
part. 


And besides its attractive appearance, du- 
rability is woven into every square foot of it. 


Write for prices. 





Spargo Wire Co., Rome, N. Y. 
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No. 231, 3% In. 


No. 232, % In. 





No. 238, 1 In. 


No. 234, 14% in. Special Washer 


SLOTTED SCREW TIPS 


This slotted screw Tip has been made principally to satisfy a demand for a 
cheaper grade of Tip. A Special Washer has been constructed so as to prevent 
the rubber head from pulling off. Write for full information. 


See BC N 
ee: our” fu, “wae 
atalof | Buyers 
f 6) @tslo 





on Page 763 


ELASTIC TIP CO. 370 Atlantic Ave., Boston, Mass. 














DROP FORGED WELDLESS 


FOLDING RULES EYE BOLTS 


s PLUMB BOBS and LEVELS ROLLED THREAD 
“HOME” STEEL TAPES | GALVANIZED OR PLAIN 


3% in. wide. Strong, bent 


leather case. Self-Opening 
handle. Nickelplated mount- 
yy” Diam. with Eye 7%” Inside 


ings. 
34,” 66 66 46 | 3" 46 


New ‘“‘Endfastener’’ (Pat. 
| 4, 66 66 66 | Vg a, a) 
2 





Kse— 


MEASURING TAPES 





applied for) is making sale 
after sale. 





“STANDARD” 
PLUMB BOBS 
Made in 9 weights from 4 
- to 24 oz. Brass with steel 
point. Perfectly balanced. 





a 7 inp BMT... I 
far meee a Teen ae on een th + Hace = ‘ ™ 
| ae age as or Builders, Carpenters an 
4 6 = _ Farmers. BDasy to use. Com- Quick Shipment 
a : plete outfit with wooden box, . 
FOLDING RULES plumb bob, rod and tripod. 

% or %, in. he Hardwood, = i 
~ urable finish, yellow or white 
= Attractive display material Oli | d St ] 
= Securely riveted spring Joints ferutshel with order. ver iron an ee Corp. 


1001 Muriel St. 


, KEUFFEL & ESSER CO. 
PITTSBURGH, PA. 


NEW YORK, 127 Fulton Street General Office and Factories, HOBOKEN, N. 8 


CHICAGO ST. LOUIS SAN FRANCISCO MONTREAL 
‘2 616-20 S. Dearborn St. 817 Locust St. 30-34 Second St. 6 Notre Dame St. @. ESTABLISHED 1863. 


Drawing Materials, Mathematical and Surveying Instruments, Measuring Tapes = 


I 


0 











Growing demand for 


WwW. ROSE Tools 


is the result of our use of choice ma- 
terial and skill. 


Wm. Rose & Bros., "7 


Selling Agents 


tal Wiebusch & Hilger, Ltd. 
No. 1111—6 inches Wide Heel Cut Back New York 
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“1924 MODEL 


We Give an Absolute Two-Year Guarantee 


Covering This Check 


Illustration shows with HOLDER ARM; can be supplied with 
REGULAR ARM. 
Operates RIGHT or LEFT-HAND doors without any change 
in the mechanism. 

Circular upon request 


THE OSCAR C. RIXSON CO. 
4450 CARROLL AVE. CHICAGO, ILLINOIS 
NEW YORK OFFICE, 101 PARK AVE., N. Y. 








First Produced 
In the Year 1841 


When a product lives to 
be 85 years old and— 

Is known and sold in 
practically every city in the 
United States— 

And in foreign coun- 
tries— 

It is pretty sure evidence 
that it is right in every 
way. The COES Knife- 
Handle Wrench IS and its 
sale today is greater than 
ever, because it maintains 
its superior quality. 

Sizes: 6” to 21”. Your 
Jobber handles the Coes. 


COES WRENCH CO. 


“In Business Since 1841” 


Worcester NP y Mass. 


Gtalof | ores 





Selling aeeeg Agents 
J. C. McCARTY & CO......... 29 Murray Street, New York 
JOHN H. GRAHAM & CO....... 113 Chambers St., New York 
FENWICK FRERES........ 8 Rue de Rocroy, Paris, France 








For Rent at Buftalo 


Stores and basement space 


Desirable space for rent in business 
center of Buffalo, corner Niagara 
and Franklin Streets in Barnard 
Building. One block from Civic 
Center, half block from City Hall, 
block and a half from Main Street. 


These three stores can be used as one large 
establishment or singly. Will rent entire or 
separate. Space includes 2000 square feet 
in basement, suitable for stock or for light 
manufacturing. Immediate possession if 
desired. Address: 


C. A. CUNNINGHAM 
510 Morgan Building, Buffalo, N. Y. 














PARTNERSHIP 
DISSOLUTION SALE 


OF 


Real and Personal Property 
and Good Will 


OF 


S. W. CORNELL, Hardware 


121-125 COURT STREET 
BROOKLYN 


TO BE HELD ON PREMISES BY 
ORDER OF THE SUPREME COURT 
PERSONALTY SALE JUNE 8, 1926 

REALTY SALE JUNE 14, 1926 
FOR FURTHER PARTICULARS SEE 


LEGAL NOTICE ELSEWHERE IN THIS 
PAPER 











June 3, 1926 











June 3, 1926 








Hand Made 
Adze 


Not one of your customers 
but will pay a few cents 
more for this adze if they 
know that it will last twice 
as long and make their 
work easier. 
Do you want to sell 
your customers the 
best and keep them 
satisfied ? 
Last but not 
least, are you 
interested in 
knowing why 
White Adze are better? 
May we tell you? 


Have You Our Catalogue? 


The L. & I. J. White Co., Inc. 


125 Columbia St. Buffalo, N. Y. 
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Steel Bar Carpenter’s —e 





Original Notched Bar 


Carpenters are usually practical mechanics. They 
are quick to observe any features in tools which 
save time and labor for them. 


Show them this Steel Bar Carpenter’s Clamp 


Style No. 1 


notched on lower edge. They'll understand why 
this construction affords greater holding power 
to the sliding jaw, than if the notches were on 
the upper edge of the bar. 

Bar is of special quality steel, very rigid and the 
‘““T” shape insures greater strength than flat stock. 
Send for Special Circulars and Trade-prices. 


Manufactured by 


E. C. STEARNS & COMPANY 
Syracuse, N. Y., U. S. A. 


Sales Representatives: 

W. R. VOORHEES & CO. 417 Market St., San Francisco, Cal. 
THOMAS A. TROY, 150- 152 Chambers St., New York, N. Y. 
GEO. J. B. RAMSDEN, Canadian Representative, 

St. Thomas, Ont. 


























For your 
display of 
Vacation: hints 


Campers and motor tourists 
should be reminded that Cres- 
cent Tools are an important 
part of the outing kit. The new 
Crescent series of window cards 
will serve to supplement the 
display qualities of the tools 
themselves. Be sure to give 
them a turn in the window this 
month. 






ew CRESCENT TOOL COMPANY 
Crescent 204 Harrison Street, 
Wrench Jamestown, New York 


CRESCENT TOOLS 














Sells to the Expert 
and 


Handy Man About the House 





NYONE can set a saw and set it accurately with Morrill’s 
“Special’’ sawset. It has a rotatable anvil that is indexed so 
that anyone can use it. All that is necessary is to set it to 
correspond to the number of points to the inch on the saw. Then 
the saw can be set accurately even by an inexperienced person. 
This type of sawset is rapidly replacing the old style models and is 
the profitable one for the merchant to push. Can be sold to the 
expert mechanic as well as to the man who likes to do his own 
odd jobs 
Morrill’s sawsets are designed for every kind of job. The Special 
and the No. 1 are for hand, band, jig, butcher and fret saws. 
Not over 16 gauge. Others for cross-cut, circular, timber and 
board saws. 
No. 3 for cross-cut and circular saws 14 to 20 gauge. 
No. 4 cross-cut saws with double teeth, 14 to 20 gauge. 
No. 5 for timber and board saws, 6 to 14 gauge. 


Order Morrill Sawsets 
from your Jobber 


CHAS. MORRILL, Inc. 


102 Lafayette St. New York 
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YOU CAN SELL ’EM 





—_ Women are quick to appreciate the 
WOMEN satisfaction in having clean, pure, BETTER 
WANT °’EM delicious, wholesome Ice Cream, STOCK ’EM 


made at home, under their own 
supervision, in our easy running, 
quick freezers. They take very 
little ice and salt and freeze so 
quickly, it’s really no trouble at all. 





They sell on a 35 year reputation and they stay sold. This means 
permanent profits for you. 

The Blizzard is simpler in construction and a trifle cheaper, but sells 
as well as either the Lightning or Gem and should be ordered with 
either style to satisfy the demand. 

Better get in touch with your jobber early. Be sure to include sales 
helps in your order, or write for these direct to us. T c¥ ARE FREE 
FOR THE ASKING. 


NORTH BROS. MFG. CO., American St. & Lehigh Ave., Philadelphia 




















Built for comparatively light service and for 


speeds up to 2500 r.p.m. Incorporating the ex- “Improved” Guaranteed 


clusive 3-contact design which permits large 
radial load capacity and thrust load capacity in Jersey 


either direction. or a combination of radial and 
Shoe Lasts and Stands 


thrust. 
They are lock bearing and absolutely the best of 
their kind. 


If you are stocking lasts and stands similar to the 
JERSEY it will be to your interest to get in touch 
with us before placing your next order. 


We will show you that you will increase your sales 
on Lasts and Stands by stocking JERSEY. 






Look 
for 
This JN 


Mark. 1S 














built, care- Denotes Y 
fully finished. Quality, 
Cost exceedingly Durability 


moderate. Write 

for particulars. | 

STAR HEEL PLATE CO. 
Louis Sacks, Ine. 


The Schatz Manufacturing Company 
357-391 Wilson Ave. Newark, N. J. 


Poughkeepsie New York 

















The Improved Air Duct Increases the Heating Capacity about 30 per cent in,our 


WASHINGTON 
HOME FURNACE 


Placed above floor, hence saves the cost of digging cel- 
lar. Produces circulating moist heat for 5 to 7 rooms. 


Is the most beautiful, economical and efficient Furnace on the market. It can be installed in a living 
room. No basement required. Our Gigantic Advertising Campaign during the Fall of 1926, will reach 
over Six Million Homes. Through National Magazines, Farm Papers and Metropolitan Newspapers, thou- 
sands in your territory will be interested. Your Section may be open. Write now for the complete details. 


GRAY & DUDLEY COMPANY 


NASHVILLE, TENNESSEE 


“We melt over 100,000 Pounds of Southern Pig Iron Daily’’ 
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“COLD HANDLE” FRY PANS AND SKILLETS 













Made in the “L. & G.” 
QUALITY, both in FIN- 
ISH and WEIGHT. Or- 
der a Sample Line and be 
convinced. 


LALANCE & GROSJEAN MFG. CO. 
NEW YORK CHICAGO BOSTON 














PULLS 


NOT THE SOCIAL OR 
POLITICAL KIND, BUT 


ot “nS 


WHEELBARROWS 
























No. 1253—Reduced Size 


A SIZE AND STYLE FOR EVERY PURPOSE 


Forty-three Different Numbers to Choose from in 


THE BRAINERD LINE , 7 
Sterling wheelbarrows are a specialized 


| product, built strong for hard continu- 





No. 6A 
Sterling 


ous service. 


The line includes a barrow for every 
wheelbarrow purpose. They are carried 
in factory and warehouse stocks for 
prompt delivery. 


Send for catalog. 


STERLING WHEELBARROW CO. 


Main office and factory 


Milwaukee, Wis. 








No. 231—Reduced Size 
Orders Cheerfully Accepted 


THE BRAINERD MFG. CO. 


Warehouses Warehouses 
East Rochester, N. Y. Chicago Detroit 
New York Cleveland 
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DEALER AHOY! 


Springtime is boating time. Wander down by any beach. Stroll along the bank of any stream or 
the shore of any lake. The activity of the small boat owners is plainly evident. They're scraping, scrap- 
ing, scraping or painting, painting, painting. 

The average water-side hardware man is content to sell them merely paint and varnish. Don't 
let it go at that! They want ropes, anchors, fittings, chain, oars and numerous other items of marine 
hardware. A small stock of such material will prove a profit-maker. Moreover, it’s a line that is per- 
fectly stable. While the average car owner buys a new model every two or three years, the motor- 


boat owner “stands by” his craft much longer. 
They'll soon be “casting off,” these men who go “down to the sea in ships.” Are you helping 
make their vessels “seaworthy”? 
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The Land of the 


DIME DUST PANS 


is the five and ten 


REVOLVING 
CABINETS 


Hardware stores, dealers in 


auto supplies and That’s where the women go that 
owners like these ‘ . want this type of Pan. 

es The wise hardware dealer knows 
They prevent mixing of bolts this so carries a twenty-five or 
or screws. thirty-five cent dust pan for his 


trade. A Dime Store patron expects 

a better quality in a Hardware Store 

and is willing to pay more. 

Get the Fulton Line of Dust Pans 
from 25c. to $1.50 


If wong. febber does not have the 
Fult Line, write us. 


Large capacity. Small space. 
Many sizes. Send for Cata- 
log and Price List. 

Your Jobber will supply you. 


American Bolt & 
swow Gee So 


Dayton, 





NOVELTY CO., Inc. 
FULTON, ILL. 


PATENT 


















CUSHION 
TIRE 

JERS 
Insure perfect shelf service for any line of merchandise. 


tread steps, properly , with convenient full 
er gn both sides of ladder permit mounting 

or descending with ease. 

without 


hands free to remove or 
replace stock of falling. Cushioned Tired 

Trolley and Truck Wheels —— a and prevent 

vibration. Exection as ele as A, B Utilize 


small space. Make top shelves safely i slable 
om stock cael fed — = --neat of 


RANITE STATE 
LAWN MOWERS 


are good merchandise to carry from 
a sales standpoint—and A-1 value 
from the users viewpoint. o 


You'll lske them. 


Granite State 
Mowing Machine Company 


HIN S[ 









































One of the Most Remarkable Tools for Wood 


F O RS ™N ER BITS Working Ever Invented for Brace and Machine 


The Forstner Labor-Saving Auger Bit, unlike other bits, is guided by its Circular Rim instead of its center, consequently it will bore any 


arc of a circle and can be guided in any direction regardiess of grain or poate. Fy FS fog oo surface. Bd is preferable ~ more 
boxes, fine and 


scroll twist columns, sou. moulding and mortising, etc. 


THE PROGRESSIVE MFG. CO. --- TORRINGTON, CONN., U.S.A. 
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WESCO TIRE CHAINS _ | DOMES of SILENCE 
ARE GUARANTEED 


home needs several dollars worth-- Display 
our Cabinet! Write for particulars. 
Western Chain Co. 
U. S. A. 


Domes of Silence Division, 
HENRY W. PEABODY & CO. 
17 State Street New York City 











Chicago, 

















Good Window Displays 


Do you realize that no one factor And many dealers who require 


will draw people to your store like 
attractive window displays of sea- 
sonable merchandise? 


Hardware Age is continually re- 
producing such window displays— 
its representatives are always on 
the lookout for new ideas. 


Hardware Age, 239 West 39th Street, New York City 


their own copy of Hardware Age 
find it highly profitable to subscribe 
to extra copies for their sales 


force. 
The cost, $3.00 per year, is re- 


turned over and over in better win- 
dows and increased trade. 
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The SIGN 


Manufacturers of the finest line of Garage Door Hardware. 
Recommend Allith products for satisfaction. Let us send 
you our new Catalog. It is considered the most complete 
ever published—a request brings it FREE. 
Representative jobbers distribute A-P 
products throughout the United States. 
Door Hangers Fire Door Hardware 
Garage Door Hardware Overhead Carriers 
Rolling Ladders Spring Hinges 


ALLITH-PROUTY CO., Danville, I. {i} 
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SQUEEZ EZY MOP 
Keeps Hands Out of Filthy Soapy Water 


Has a record for fast selling and 
substantial profit. Outsells and out- 
wears any mop made. Wrings by a 
twist of the hand. Best 
materials handsomely fin- 
ished. Prices on request. 
This Display Rack 
Boosts Sales 75% 
A real merchandising help. 
Keeps goods off the shelf. 
Easily knocked down and put 
up. Ask for our = special 
“Outfit” proposition. 








Squeez-Ezy Mop 
Co., Ine. 
New Orleans, La. 
































New Standard Products 





Triple Whip Dandy Dandy 
Freezer Chopper Cherry Seeder 
all metal or 4-way Rotary Plunger 

wood tub kuife Type 








New Standard Corp., Mt. Joy, Pa. 


BURNLEY 


The Soldering 
Paste that has 
satisfied cus- 
tomers for over 
23 years. 


Sample free. 


BURNLEY BATTERY & MFG. CO. 
NORTH EAST, PENN. 
































Signs Make Sales . . . Sales Make Money 


The quickest and easi- 
est way to make good 
store signs is with a 
NATIONAL SHOW 
CARD WRITER. This 
outfit is thoroughly 
practical, easy to use, 
does excellent work; 
any boy or clerk can 
use it and the cost is 
low. 
















Signs made with a 
National make 
sales and 
sales make 
money. Write 
for Folder. 


1602 University Ave. 


National Sign Stencil Co. — s. Pau! Minn. 


Pacifie Coast Office, 206 Chotiner Bidg., Los Angeles, Cal. 


TAPLIN 


Double Dasher 


Centre Drive—Iron 
Frame and Gears 


Comfortable to grasp—no sharp edges 
to cut the hands. No holes or crevices 
to hold decaying food. No soldered parts 
to come loose. No parts that bend and 
cramp the gears. 

Douse it in water to clean—the finish 
is Rust Proof. 


30 Years Experience Behind This Beater 


THE TAPLIN MFG. CO. 


New Britain, Conn. 




















More Than Ever Before 


it is essential that you study your Market 


Report carefully and consistently. Every 
important price change in the trade is re- 
corded in these columns weekly. 


The MARKET REPORTS as found in 
HARDWARE AGE are the most authen- 
tic published. 


Use them as a buying guide. 











M=KAYse0 BUMPERS 


—and the better black chains in the red 
band bag are both of them profitable to 
sell. And they do sell. Get our proposi- 
tion and profit. 

UNITED STATES CHAIN & FORGING CO. 
a: a UNION TRUST BLDG., PITTSBURGH, PA. 

po ted 4 


MCKAY TIRE CHAINS 


MoK 
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Classified Opportunities 











Use the “Classified Opportunities Section” to reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 





Classified Advertising Rates BOXED DISPLAY RATES _ Positions Wanted Advertisements . 
4 ‘ ‘ S RR cae corecdoccss pecoseneces $5.00 50% off the above rates 
Opportunity Exchange Section Each additional inch............ 4.00 





Address your advertisements and replies to 
Hardware Age, Classified Oppor- 


Set Solid, Minimum of 5 lines... .$3.00 Discounts for Classified Advertising tunities, 230 West 39th St., New 

















Each additional line........... .60 York City 
All Capitals, Minimum of 5 lines.. 4.00 4 insertions, 10% off; 8 insertions, 15% 
eRe ; HarRDWARB AGe is published each Thursday 
Each additional one line....... .80 off Forms close Ten Days previous to date of 
Allow One Line for Keyed Address Remittance Must Accompany Order publication ) 








' BUSINESS OPPORTUNITIES 











PARTNERSHIP DISSOLUTION SALE 





OF ENTIRE PARTNERSHIP REAL AND WE KNOW A MAN--a man of national reputation in the Hardware Jobbing ) 
PERSONAL PROPERTY AND GOOD . Trade——who 1 ready to = operations ~ Fg two year period of a 
—a man old enough to have a backgrounc successful experience in this 
WILL OF S. W. CORNELL—HARDWARE business, and young enough to bring youthful vigor to his work. This man has 
made several lines famous. He knows how to pep up a sales force, put new 
121-125 Court Street, Brooklyn, life into a stagnant line, and inject the winning spirit into a body of sales- 
men. And when he takes the road himself, results are certain. He will be 


available on June Ist for a connection where there is a real opportunity to 


To be held on the premises by order of the Supreme Court. 
grow. He wants a compensation commensurate with the results he obtains. A 














The real property consists of the land and buildings 121, 121%, letter addressed to us will reach him. HERTZ-HADLEY, ADVERTISING, 646 | 
123, 125 and 127 Court Street, and 214 State Street, comprising North Michigan Ave., Chicago, Il. { 
corner property of 100’ x 125’ at Court and State Streets, 3 blocks 
= Borough Hall, Brooklyn. 

The personal property consists of large, valuable stock of hard- y 
ware, tools, factory and miscellaneous supplies, complete set of FOR SALE—HARDWARE AND FURNITURE STORE in Columbus, 
fixtures and office equipment, 3 Reo Auto Speed Wagons, years Ohio, with stock invoicing about $30,000. — Business has been making 
1923 and 1925. All ready to carry on and continue a going, pray A amcgueccwes and is naman nt jo a for — —, —— 
rofitable business, established 1879 at this location. tor selling, owners time ta en up by other interests. or turther detaiis 
ae address Mr. T. R. CROCK, Box 245, Jeannette, Pa. 


Good will, stock, fixtures and other partnership assets (except 
real estate) to be sold daily beginning June 8th, 1926, starting 
each day at 10 A. M. 





FOR SALE—THE EXCLUSIVE RIGHTS and patent of an article 





Real estate to be sold at 3 P. M. June 14th, 1926. sold to the hardware trade. A national market for same. The only tool 

Stock and property can be inspected between the hours of of its kind and no competition. Will prove our sales and show you the 
10 A. M. and 4 P. M. after May 28, 1926. demand. Address P. J. KOHLER, 1923 Carson St., Pittsburgh, Pa. 

The real and personal property will be separately offered for 
sale both by lots and as an entirety, and will then be together WHOLESALE GOING BUSINESS AT invoice doing about $100,000 
offered for sale as an entirety. _— business a year in Cincinnati, Ohio. A good opportunity with several 
— bids may be received up to within 10 days before good positions. Factory and wholesale distributors. Want to retire. 
the sale. Address A. MEYER, 768 Mitchell Ave., Cincinnati, Ohio. 





HENRY A. CORNELL, Liquidating Partner. 
— —~ ~~ FOR SALE—Hardware and Crockery business in good location, will 
invoice about $8,500; low overhead. Owner wishes to get out of business. 
means Address Box 912, Ogden, Utah. 














) WANTED—GENERAL HARDWARE STORE in good _ live town. 
New York, New Jersey or Connecticut preferred. Give full particulars 


° ° 
Sales Organization Wanted when answering. Address Box H-109, care of Harpware Acgr, New York. 


FOR SALE—Four eight foot Modern Show Cases and one ten foot 








A well-established manufacturer in the Middle West Horseshoe Case. Will sell cheap. Address Box H-114, care of HARDWARE 
with modern facilities for large production capacity Ace, New York. 

of Iron and Brass Wood and Machine Screws wishes 

to connect with established sales organizations and ) HELP WANTED 


representatives selling the hardware jobbing trade. 
This is an opportunity for high grade sales organiza- a 
tions to secure a line seldom offered. en espe ) - —_ - 

given to strong individuals handling small number o 

lines. Commission basis entirely. State full par- BUYER WANTED 

ticulars in first letter. Address Box H-107, care of 
HARDWARE-AGE, New York. 








| Experienced in the Following Lines:— 
Hardware, auto accessories, electrical goods and 


BUSINESS OPPORTUNITIES radio supplies. Featuring articles 5c to $1.00 | 
mainly. Only experienced buyers need apply. 

















FOR SALE—GENERAL HARDWARE STORE, fixtures and _ stock. 
Brick building, flat over store. Stock inventories $10,000. Tin and 


























plumbing shop in connection. Business well established. Located in a 
thriving town on the Dixie Highway, 38 miles from Chicago. Sales CHARLES STORES CO., Inc. 
or. Selling A rane a for selling, old age. CRETE ’ 
EAL ESTATE EXCHANGE, Crete, inois. ° 
dheciisneisineleniediaia 21 W. Fayette St. Baltimore, Md. | 
FOR SALE—GENERAL HARDWARE STORE and paint store. | -_ —s 
Located in small “~~ in Western om yy The building which is 
28 x 60 has deep basement and up-to-date living rooms above. Stock . . 
will leventery about $5,000.00. The business was established in 1890 ENAMELWARE AND ALUMINUM SALESMEN wanted to sell high 
and must be sold on account of ill health. Address Box H-25, care of grade lines direct to dealers. Good commission, also full commission on 
Harpware Ace, New York. repeat orders. Give experience and territory fully in first letter. Address 
Box G-852, care of Harpware Ace, New Yor 

A PATENT HAS BEEN GRANTED me, of exceptional merit, for WANTED—Salesmen calling on Retail Hardware Trade to sell our 
a new and improved lawn rake. I am looking for _a manufacturer who line of Tool Racks, Rubbish Burners and Cappers. Commission basis. 


would be interested in marketing this invention. Patent serial number Write for proposition. GRAND RAPIDS WIRE PRODUCTS CO., 
is 100500 Division No. 1. If interested write for specifications to S. C. corner First and Front, Grand Rapids, Mich. 
KENYON, 703 Third St., Grand Rapids, Mich. 

BUILDERS’ HARDWARE MAN, experienced, who can figure from archi- 


FOR SALE—GENERAIL HARDWARE and paint store, fixtures and | tect’s plans and specifications. Must have ability to sell. State age, ex- 
stock. Located 40 miles from New York on the beautiful Sunrise Trail. | perience, reference and salary expected. Address Box 7161-A, care of 


Act quickly. Address Box H-118, care of HArpware Acre, New York. Harpware Acz, Otis Bldg., Chicago, Illinois. 
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Classified Opportunities 





HELP WANTED 


WANTED—SALESMAN, JUNIOR, to cover Metropolitan District, 
selling wire products to our regular customers. Excellent opportunity for 
an ambitious young man to make permanent connection as outside sales- 
man. Reply in confidence, stating age and salary expected to start. Ad- 
dress Box H-116, care of Harpw ARE Ace, New York. 

SALESMEN WANTED to sell old established wooden hardware spe- 
cialties as side line. Liberal commissions. Give confidentially references 
and experience. Address Box H-121, care of HArpwArE AcE, New York. 


POSITIONS WANTED 


DEPARTMENT in one of 

















MANAGER BUILDERS’ HARDWARE 
the largest retail stores in South, desires change. Thoroughly familiar 
with his line, possessing confidence of his ability and knowledge of 
finishing hardware, also possesses wide experience in all other lines of 
hardware. Age 35, literary and business college education. Correspond- 
ence solicited. Address Box H-112, care of HArpware Ace, New York. 





RETAIL HARDWARE CLERK, over 20 years’ experience in all de- 
ents of business buying, selling stock one store arrangement, window 
hagas etc. Good salesman and personality. Nine years in last posi- 
— igh grade business references as to ability, character and responsi- 
bility. Address Box H-84, care of Harpwargz Acz, New York. 





DEPARTMENT HEAD, in one of the largest retail hardware stores in 
South, several years acquiring wide experience, desires connection as fac- 
tory representative of a reputable and reliable firm calling on jobbing and 
wholesale trade. Address Box H-113, care of HarpwAre Ace, New York. 





SALES ACCOUNTS WANTED 





MANUFACTURERS’ WHOLESALE REPRESENTATIVE AND 
DISTRIBUTOR, now selling the wholesale and retail trade with office, 
salesrooms and warehouse facilities at Phoenix, Arizona, the largest and 
only logical point for distribution in the Southwest, includin estern 
Mexico, desires to several non-conflicting lines of standard tools, 
hardware specialties and kindred equipment, to present lines. _Manufac- 
turers desiring high class i in this territory write ‘““MACHIN- 
ERY AND HARDWARE,” P. O. Box 1978, Phoenix, Arizona. 





THIS ORGANIZATION, RESPONSIBLE in every respect, maintains 
office and stockroom space in New York ed distributing in New York, 
New Jersey, New England territory. offer absolutely the best pos- 
sible connections with the trade, a A ne builders, and are interested 
only in representing a single sizable quality manufacturer. Address 
Box H-100, care of Harpware AGz, New York. 





SALES REPRESENTATIVES WANTED 


WELL KNOWN STOVE LINE open for Indiana, Wisconsin and 
Minnesota territories on straight commission basis. Line exceptionally 
well adapted for these territories; strong gas and heat circulator lines; 
factory nearby—prompt deliveries; liberal commission. Positively one of 
the foremost stove lines on the market—a big REPEATER. Only high 
class, proven business getters now having contact with trade in these terri- 
tories need apply. Address Box H-117, care of HArpwAre Ace, New York. 





SALES REPRESENTATIVES WANTED 


SALESMEN CALLING REGULARLY ON retail hardware trade to 
sell Carbo Magneto sharpening stones and grinding wheels as side line on 
commission basis. Guaranteed goods that bring the repeat orders. Special 
transportation allowance as extra inducement to dealers. Liberal com- 
mission. Prefer man traveling by auto. GOODRICH GRINDING 
WHEEL CO., 1500 Madison St., Chicago, III. 








MEN CALLING ON HARDWARE, automobile jobbers or dealers, to 
sell high quality feeler gauges, one size having three inch blades, other 
nine inch blades. Commission 20 per cent. We guarantee complete satis- 
faction to everyone or return goods. Old company in automotive field but 
new in hardware. C. A. PARKHAM, care Grinder Sales Co., 526 W. 
Fort St., Detroit, 











MANUFACTURERS of full line household senate want local repre- 
sentatives in all important cities to handle line on commission. Depart- 


ment houses, premium concerns, are all big users. State experience, lines 
handled and territory covered. We want none but those who can ‘“‘make 
good.”’ For such our proposition is an excellent one. Address “S. H.,”’ 
care of HARDWARE AGE, New York. 





WE WOULD LIKE TO hear from manufacturing agents, jobbers and 
salesmen calling on hardware trade, housefurnishing trade, and wholesale 
groceries in all states of the country. We specialize in ee 
of several fast selling articles that are sold through these channels. 
first letter please state which territory you wish to cover. THE KIEL 
MANUFACTURING CO., Youngstown, Ohio. 





AGGRESSIVE SALESMEN wanted by manufacturer of high grade, 
popular priced aluminum household specialty with attractive selling features 
to sell hardware, housefurnishing and department store trade. Liberal 
cgmmission. Good opportunity for a live wire. State age, references and 
territory. Address Box H-119, care of HAarpWArE Ace, New York. 





DISTRIBUTORS WANTED—We desire to place men with selling and 
executive ability to represent us in New England, Southern, Middle West- 
ern and Pacific territories. Our line of labor saving equipment for com- 
mercial use is established. At least $1,000.00 capital is required. MARK- 
WELL MFG. CO., INC., 99 Hudson St., New York City. 





FACTORY MANUFACTURING HIGH GRADE LINE of juvenile 
vehicles, and wheel goods, priced to meet competition anywhere, wants 
wholesalers and jobbers to handle the line in their territory. Substantial 
spread for representatives. Address REGULAR LINE TOY WORKS, 
2501 Ontario St., Cleveland, Ohio. 








AGENT REQUIRED FOR SALE on commission basis to hardware, 
ironmongers, wholesalers. Only firms established for years as agents in 
this line “eed send all particulars to Box H-120, care of Harpware Ace, 
New Yor 


DIRECT FACTORY REPRESENTATIVES to handle our Simplex 
Roofing, Shingle and Sheathing Nails to the hardware trade on commission 
basis. Good seller. Exclusive manufacturer. CRESCENT BRASS & 


PIN COMPANY, Detroit, Michigan. 








MANUFACTURER OF White Enamel Ware of high grade, selling at 
wants salesman acquainted with the trade for Southern 


popular prices, nted wit 
territory. Also for territory betweey Mississippi and Mountains. _Also_ for 
New York State. THE STRONG MFG. COMPANY, SEBRING, OHTO. 


—--— 








—_—_— 


SALES REPRESENTATIVE FOR CHICAGO, known among the 
hardware trade and who is now carrying lines that will not conflict with 


a good line of Builders’ Hardware. SHARON HARDWARE MFG. CO., 
Sharon, Pa. 
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Stone Working 
Tools and Supplies 
Trow & Holden Co., Barre, Vt. 


New catalog, No. 7, now ready 





American Can 


American Can Company 


YERDON CAST 
BRASS HOSE BANDS 
give JUST THE SERVICE 


you want Hose Bands for 
on All Hose Connections. 


A trial will convince. 


WILLIAM YERDON, Box 102, Fort Plain, N. Y. 














Waltham, Mass. 
Tubular and Bifurcated 


=Eivaso- 





ELEVATORS 
DUMBWAITERS 


Write for our catalog 
Energy Elevator Co. 
211 New St. Philadelphia 





d6C AXES 


and 
Seythes sinee 1912. Axes since 1880. 


RIXFORD EisiSineate.ve 














LUMBER 


CRAYONS 
STANDARD CRAYON CO. 


Danvers, Mass. 


J. L. THOMPSON MFG. CO. | 


Taintor Positive Saw Set 


All steel. Fally 
Guaranteed. Send 
for Free Book. 


TAINTOR MFG, CO, 
113 Chambers St. N. Y. City 
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Skates 


The Samuel Winsiew Skate Mfg. Company 
Worcester, Mass. 





WINSLOW'S 





WANTED ee 




















tHE STEWART IRON Works Co. 


ATED 


225 STEWART BLOCK CINCINNATI. O OHIO 














colors 


HANDLES 


For Small Tools, Utensils, Electrical Good. Bte. 
Enameling, both baked ead air 


STRATTON MFG. CO. Stratton, Maine 


ase ee 





Robertson “Horse Shoe” Magnet Hammers 


Permanent magnet which holds a 
the tack in position for driv- $< 
. Awarded the Silver Medal oe 


(the highest offered) at the Panama-Paunc Kxposition. 
Good t. 


ame and design trade marks registered U. 8. Pat. Of. 
ARTHUR R. ROBERTSON 94 Portland St., Boston, Mass. 

















“BROWNIE’ i CLAMPS 
= and Turnbuckles 


tough malleable iron with steel screws, 
plain or nickeled. Turnbuckles are made 
plain or galvanized. Really economical 
because they last. Ask your Jobber or 
write us for Catalog. 


Brownie Mfg. Co., Inc. Fort Wayne, Ind. 





UNBREAKABLE. Clamps are made of 








NONE BETTER 


SOCKET WRENCH SETS 
NINE DIFFERENT SETS 


The New Britam Machine Company 


New Britain Connecticut 











FECES 


Wright’s Jennings Auger & Car Bits 
High Grade 


The Conn Valley Mfg. Co., Centerbrook, Conn., U. S. A. 











“The Toots in Lhe Paid Bar” 
AMERICAN SAW & MFG. CO. SPRINGFIELD. MASS.. 


MACK SAWS ~ BAND SAWS — SCREW ORIVERS - GLASS CUTTERS 


screw “T_LE, NOX” onivers 








Waste — Mops — Wicking 
Cleaning Cloths 


Caulking Cotton — Chemical Cotton 
Send for samples and prices 
MASSASOIT MANUFACTURING CO. 

, Fall River, Mass. U. S. A. 
New “York Offlee -- --- +--+ 350 Broadway 
Chieage Office ------ 189 West Madison St. 




















Jersey Copper Screen Cloth is easy to sell because its dura- 
bility, stiffness and tensile strength are soextensively advertised 
THE NEw JERSEY WIRE CLOTH CO. 


4 3 R S| EY, . ieee 628 South Broad acy ears 


Copper Screen Cloth 














CONNEAUT SPECIAL 
SHOVELS—SPADES—SCOOPS 
Kind to the hands and the back and the pocketbook. 


THE CONNEAUT SHOVEL CO. 











CONNEAUT OHIO 
Construction Nae Built- Up 
Manufactured by Toys 


The ed & Cooley Co., New Britain, Conn. 


Made of Copper 99.8% Pure 








SEYMOUR SMITH PRUNING SHEARS 


A Full and Complete 
Line of Pruning Shears 


GUARANTBDED 
Write for New 
strated Octalegue. 





Manufactured by 
SEYMOUR SMITH & SON, INC., ‘Oakville, /— 
Representatives: John H. Graham & Co., 113 New York. 








THE INFLUENCE OF MILLIONS 


of attractive advertisements yearly which create demand for Lorain 
Oil Burner Cook Stoves should mean greater profit for you. Get 
acquainted with the supremely good 1926 Lorain Burner. Consider 
the sales continually made by satisfied users and the wonderful 
reputation of the manufacturer. Only by selling Oil Oook Stoves 


syegont with the Lorain High Speed Burner can you share these 
profi 

















BLAIR 


LAWN MOWERS 





AMERICAN STOVE COMPANY St. Louis, Mo. 











“Hanoi © Rolls” 


Steel Wool in Readi-Form. New packing, greater con- 
venience, bigger sales. 6 large rolls for 10c. Write for 
samples, mentioning your jobber’s name. | 


American Steel Wool Mfg. Co. Inc. 





9-11-13 Desbrosses St., New York, N. Y. 
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INDEX TO ADVERTISERS 





THE ADVERTISERS INDEX is published as a convenience and not as a part of the advertising contract. aaa care will be taken to index correctly. 
Ne allowance will be made for errors or failure to ins 
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“INTERLOCK” CONDUCTOR PIPES 


"THEY stand the gaff! That is why more Milcor “Interlock” 

Conductor Pipes and Trimmings are used than any other 
kind. Sheet Metal men who sell Milcor Products exclusively 
find that it pays. So will you. Try it this year! 


All Milcor Products can now be secured in 


We recommend TWENTY- Wi Also furnished in Galv. Steel, 


EIGHT GAUGE or heavier jalv. ““Coppered Metal’’, 
for all outside work. Pure’Copper and Pure Zinc. 


Ingot Iron 


P| = Mitwaukee CorruGaATING Company, Milwaukee, Wis. 
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In 1918 We 
“Hitched Our Wagon to a Star” 


HAT star was an Ideal—a 

rigid, unbending policy of 

producing the best possible 
Level. 











We have never experienced any phe- 
nomenal leaps in our sales, in fact 
we are not looking for them. 


But each year has brought with it a 
steadily increasing volume 
of business. Not for a single 
month has our sales course 
dipped downward. A steady 
climb in public favor, 
brought on solely, we be- 
lieve, by fair business deal- 
ing and highest quality mer- 
chandise, has spurred us on 
to ever increasing attention 
to our Ideal. 


The advertisement pictured 
above was first run in 1922. 


We have reproduced it each 
year since in order that we 
shall not lose sight of the im- 
portance of this Ideal and in 
order that the new members 
of our organization shall re- 
member the rock on which 
our business was founded. 


Realizing full well that we can never attain absolute perfection we feel that we 
ean probably approach it closest by constantly striving toward that end. 


THE EMPIRE LEVEL MFG. CO. - Milwaukee, Wis. 


There’s a new catalog just off the press—send for it 
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-SHAPLEIGH HARDWARE CoO. 


INTERNATIONAL DISTRIBUTORS 
ESTABLISHED 1843 






LIAMOND FDOG# 





DIAMOND EDGE 
CUTLERY 


Oe we, <. 5 ; cov sc otf 
ST. LOUIS, %, a” ° U. S. A. 
DIAMOND EDGE 1S_A QUALITY PLEDGE 


3 . zi ? 7” 7 cn ro. ee Bata a = $: ; : =e 
in. eT See iz ie 
Shapleigh National Series No. 1397 
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In This Issue: 


$20,000 Electrical Refrigeration Sales in Five Months—Hardware Merchant 
Wins Incandescent Lamp Selling Contest—Nebraska Store Cashes in on the 
Percolator Campaign—Fewer Sales Make for Greater Profits in Lamps 

















RED 
SEAL 
DRY 
CELLS 


Now a National Carbon Product 


ON MAY first the Red Seal Dry 
Battery business of the Manhat- 
tan Electric Supply Company 
was purchased by the National 
Carbon Company, Inc., and Red 
Seal Dry Batteries are now be- 
ing manufactured and sold by 
the National Carbon Company 
organization. 


The Red Seal brand of dry bat- 
teries will be continued on the 
market and will have the same 
high quality as heretofore. This 
change in brand ownership will, 
we believe, bring advantages that 
the trade will be quick to realize. 
Adequate stocks will be regu- 
larly carried at National Carbon 
Company factory and warehouse 
points, which will insure prompt 


and efficient service to the trade. 

Present stocks of Red Seal 
cartons, display material and lit- 
erature will be used until ex- 
hausted, after which the only 
change will be the appearance of 
the name of the National Carbon 
Co., Inc., as the manufacturer. 
Abundant window display mate- 
rial of the most effective kind 
will be supplied Red Seal dealers. 


The manufacture of Red Seal 
Dry Cells, therefore, not only is 
being continued as heretofore, 
but preparations are being made 
to expand the production of Red 
Seal Cells to whatever extent 
may be necessary to meet your 
demands. Order Red Seal Dry 
Cells from your jobber. 














Manufactured and guaranteed by 


NATIONAL CARBON COMPANY, 


Atlanta Chicago Dallas 


INC. 


Kansas City Pittsburgh 


Canadian National Carbon Co., Limited, Toronto, Ontario 
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| THE UTAH LINE OF 1926 
| COMING—A NEW UTAH SPEAKER 
WHICH WILL 


REVOLUTIONIZE THE 
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UTAH RADIO PRODUCTS CO. 
1421 So. Michigan Ave., Chicago 
WE ARE MANUFACTURERS—NOT ASSEMBLERS 
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Patents 
Pending 








Here’s a wonderful New Illuminator that solves 
the problem of actually controlling and directing 
light. A totally enclosed commercial lighting 
unit of high efficiency—combining features never 
before obtained. 


Canopy, hanger and ornamental band finished 
in Antique Bronze. Reflector of white porcelain 
enamel with Ivory band. Made in plain and 
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Designed 
and made by 
the inventors of 
BRASCOLITE 


Controls and Directs Light! 


ornamental styles. Packed in individual cartons, 
Complete, ready for installation. 


Exclusive Sales Proposition! 


Experts declare that GuthLite will be the 
greatest illuminating sensation of the age. A 
big opportunity for live dealers. Write today 
for Exclusive Sales Proposition and Special 
Distributors’ Terms. 


Prices and Sizes: 

















Plain Ref. Plain Ref. Orn. Band Orn. Band 
Plain Glass c. Glass Dec. Glass Plain Glass 
Dia. Glass — — - ~ — - P Pemmnsvemai 
Watts Skt. Ref. Size No. Price No. Price No. Price No. Price 
75 to 150 Med. 1214” 834" x 4” B2820..$ 5.90 B2823...$ 6.45 B2826...$ 8.10 B2829...$ 7.55 
200 Med. 17” 1134” x 5” B2821... 8.35 B2824... 8.90 B2827... 11.10 B2830... 10.55 
300 to 500 Mog. a3” 1414” x 6” B2822... 11.65 B2825... 12.80 B2828... 15.55 B2831... 14.45 
Brascolne She EDWIN FE. Guirn COMPANY Aglite 
a DESIGNERS - ENGINEERS - MANUFACTURERS <— 
[Laat —— \ 
TREY L ighting Equipment 4 
Sr. Lours, U.S.A. / 
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GuthLite—More Light Where Most Needed — 
Tinie Uli Led ddd dL 
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NEW e:¢ BETTER | 























@) 
GUTHLITE-Super-Iluminator 


(1) Adjustable white porcelain enameled them to the working plane over a wide 
reflector controls direction of light verti- area. 
cally and horizontally. Wide light distri- 
tons = Seen sonata wb a seein (6) Adaptable for installation to any type of 
ing plane electric outlet or ceiling construction. 


(2) Adequate, shadowless illumination of the 
ceiling by portion of globe which extends 
above the reflector. Light reflected to the 
ceiling as well as to the useful plane. 





(7) Glass globe scientifically designed to pro- 
duce efficient total output and low bright- 
ness at the visible part of the globe. 


(8) Easily and quickly installed. Open-link 
hanger, so that additional chain can be 
added if desired. 


(9) Self-adjusting spring globe holder per- 


(3) Ceiling light increased or diminished by 
raising or lowering reflector. 


(4) Low brightness at the source. No spots 
of high intensity. No glare. 


(5) Lamp filament positioned so that most of 


mits expansion of glass, preventing 
rattling or breakage. 


(10) Globe quickly applied or released for 


cleaning or re-lamping. Cleaned in a 


the light rays are diffused through neck 
minute. 


of globe toward reflector, which directs 


She i DWIN FE. Guirnt COMPANY 


DESIGNERS - ENGINEERS - MANUFACTURERS Reflector Flange 








a ighting Equipment eine: 
- Sr. Lours. U.S.A. | f 
GuthLite— More Light Where Most Needed alles. 
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Trade Marks 


BELB he Te ee 








LECTRIC refrigeration iS riding on the crest 
of a great popular wave. 
Don’t tie to the wave. Hook to the merchandising 
force which 1s propelling that wave. 
Servel is advertised nationally. And Servel is ad- 
vertised nationally twelve months in the year. The 


advertisements are full] pages in color. The media 
include Saturday Evening Post and Good House- 


keeping. 


Converting all this into local pressure is a complete 


Reg. U.S, Pat. Off. 


REFRIGERATION 








‘ 


Dont tie to the wave 


dealer service. Thoroughly planned local news- 
paper advertising and direct-mail, with window 


trim and posters. 
You can merchandise Servel locally, because it is so 


forcefully merchandised nationally. 


THE SERVEL CORPORATION 
mee 51 East 42nd Street, New York 


MINNEAPOLIS SALT LAKE CITY DENVER 


CHICAGO BOSTON DETROIT 
SEATTLE DALLAS 


SAN FRANCISCO LOS ANGELES 
London, England, Servel, Ltd. 
Carteret, N. J. 


ATLANTA 


Newburgh, N.Y. 


Factories: Evansville, Ind. 
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Fifty-Five > ae 
Years of 
Store 
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How the best washers and irerers (C= 

















€ 
‘ . > - > 
e | | 1 } H find their way into the be st stores and pom $ 
URS is a country of vast production—and of business, and the local store with the largest patronage, 
vast distribution. are apt to carry and sei! the best 
When the family a a modern clectric washer or Natural selection works out that way 
ironer, it is constious of h ving to ed what ne costs to And if the maker who wins the best-store selection 
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Cnare © we geng used. distribution enables him to have a higher cost of pro 
Yet costs of distribution are apt to vary, as between duction —a better quality 
is 
different — much more than their costs of Almost everywhere the best and biegest local stores 
production and the best and biggest Hardware Wholesalers carry 
So the cost of distribution is apt to determine cost and se!i Horton Washers and Ironers 
ef producton—and therefore quality Pie eassens Groin Mase 00 Sbume Qawe taneeeie 
The natural and economical distribution is from at lowest conceivable cost, in a emaal deeply grooved 
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a to carry and sell a// the many different kinds of washers and presuge have grown importantly with the years 
and troners. You ed only follow the expert selection of whole 
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Fifty-five years of experience 


guides the American woman in her selection A Nationally Org anized 


A™ ALL horse-drawn wagon Zags hest of the kinds—and the others M 

probably delivered the firse Mi have to sell by personal canvass- ovement to nc rease 
Horton to the first store that ever & >. » | ing or other methods 

sold a washing machine a ih sa wy Any other method than ° 
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That was back in 1871,—fifty- natural, store-method ve se "s 


gee pene oguy be ha ono yee og oll Retailers’ Profits 


portant bearing on what vou get, 
method is more expensive, then 


the — must be higher —or the 
quality lo 


That first machine was a Horton. // nfeycompese with Haron, O Make Retailing More Profitable iS the basic 


low-cost, Hardware-Wholesaler, 
And Horton Washers and Iron- 


evatvldbyworestodayestey NSS a higher ots ae object of this great movement to concentrate buy- 
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Therein les the determination of Horton quality Through al these fifty-five years, Horton has he ing of household Laundry Equipment in Retail Stores. 
and value —and quite pany the quality and value the confidence of the = ~ate Lae Wholesalers < 
of other washers and tron and the best Local Sto . 
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of kinds a doing the work easily and well, doing it year m, c rs an roners to €a ers In ever State. 
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kinds—which, of course, they cannot do, 
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So the wholesalers and the stores select the 


Channel”—it will tell you how you can get your 
share of this bigger profit. 
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If not already selling plural plugs, here is 
the most practical and profit-sure way to get 
started. 


With this group of the most popular Ben- 
yamin Plugs the dealer can concentrate on a 
single line, and with a small outlay meet 
every plural plug need of his community. 


The faster movers may be replaced and 
the complete stock kept balanced at a mini- 
mum investment. 


The Ten-Ten 


cAssortment 
includes 16 of the five 
most popular Benjamin 
Two-Way and Three- No. 1083 No. 1080 
Way Plugs, as follows: 
3—No. 1083 
3—No. 1080 
3—No. 77 
4—No. 808 
3—No. 122 No. 122 a 





No. 77 
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Outlay of $6.37 
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Two-Way and Three- 
Way Plugs 
With Self-Selling Vending Carton 


Unconditionally guaranteed. Universally 
accepted. Backed by generous national adver- 
tising and supported by generous dealer helps. 


Here is a chance to do a real job in selling 
a complete line and make more profit on your 
plural plug business. Get in early and order 
an assortment today. 


Benjamin Electric Mfg. Co. , 
120-128 So. Sangamon Street .* 
Chicago o* 
New York: 247 W. 17th St. eo? 


San Francisco: 448 Bryant St. o* 
* 
° 
> 


° o 
Mail Coupon ,e** ~—- Benjamin 
a ¢” Electric Mfg. Co. 
for Initial eo 120-128 So. Sangamon 
Assortment  .,** St. Chicago. 


Today . Send 1010 Two Way 
,** Plug Assortments, and bill through 
°° my regular jobber: 


~ Cy 
. 
—_ } 
y 
——~ 


E.G,-7-26, 





* 
o* 
°° My Jobber is: 
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“They offer 
all that a dealer can ask” 


“T STARTED in my present location less than 
three years ago,” writes Mr. C. R. Robbel, 
proprietor of the Universal Electric Co., 
Janesville, Wis. “Radio was just begin- 
ning to take its place among our industries 
and I took on the Eveready ‘B’ Battery line 


ask —a high-grade product backed both by 
a whale of an advertising campaign and 
by a reliable manufacturer. Evereadys 
have shown me rapid turnover and a nice 
margin of profit.” 

Eveready Radio Batteries are profitable 
items for every electrical 





in a small way. I have 
seen this business on 
Eveready ‘B’ Batteries 
grow to such an extent 
in three years that today 
these batteries are one of 
my leading lines. They 
offer all that a dealer can 


WwEAF-—New York 
wJAR—Providence 
wEEI—Boston 
wTAG—W orcester 
wFi—Philadel phia 
wor-Buffalo 
wCAE-—Pittsburgh 





Tuesday night means Eveready Hour 
—§ P. M., Eastern Standard Time, 


through the following stations: 


Ksp—St. Louis 


shop. Order from your 
jobber. 
Manufactured and guaranteed by 


NATIONAL CARBON Co., Inc. 
New York San Francisco 


wsal—Cincinnati 
wTaM-—Cleveland 
wwJj-Detroit 
wGN-Chicago 


woc—Daven port ‘Lh? 
WCCO 4 o - , 
\ St. Paul Kansas City Pittsburgh 
Canadian National Carbon Co., Limited 





Toronto, Ontario 





EVEREADY 





Radio Batteries 


~they last longer 
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Would You Like to Put Some 


“Real Pep” into Your Summer 
Business? < «s «. then read this ad ! 











Here’s the most sensational radio offer of the season. An opportunity for you to 
earn new and undreamed-of profits. An opportunity to sell a radio accessory that 
your customers have long been waiting for—a perfected B Battery Eliminator! Its 


name is the 


Majestic B Current Supply 


and we are prepared to 
back this new product of 
ours with one of the most 
convincing merchandising 
plans ever made to the 
trade. You can sell a 
Majestic B Current Supply 
Unit to one of your cus- 
tomers; give him seven 
days’ trial. Then, if he is 
not fully convinced that 
it improves his reception 


see that you are pro- 
tected. 

But we are sure that your 
customers will be more 
than pleased with the 
Majestic ‘“B” Current 
Supply. We are sure it 
will bring you new profits 
and customers. Every con- 
ceivable test and trial has 
proved this. Give us a 


chance to prove our con- 


victions to you. Write us, 
“B” Eliminator value he today, and we'll send you 
can buy anywhere today, give him his money full details of our plan to put “real pep” in your 


back. Your money will be returned and we will summer business. 


—that it is the biggest 








NEW LIST PRICES 


Majestic Super-B Current Supply, complete with Raytheon Tube, capacity 1 to 
12 tubes, inciuding the use of new 135-150 volt power tubes. 


110 volt, 60 cycle. Price $39.50 
West of Rocky Mts. | | 42.50 


The Majestic Standard-B is a smaller B current supply unit, designed for sets 
having not more than six 201 A-type of tubes or five 201A, plus one 112 type 


of 135-volt power tube. 
Majestic Standard-B Current Supply, complete with Raytheon Tube. 


110 volt, 60 cycle. Price $32.50 
West of Rocky Mts. 35.00 


GRIGSBY - GRUNOW - HINDS - CO. 


4556 ARMITAGE AVE. GLA CHICAGO, ILLINOIS 
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In This Issue— 


Editorials 
Selling $20,000 of Electrical Refrigerators in 5 Months 


Bob Woodworth, himself a hardware man, writes a most 
interesting story of this mercantile adventure in the store 
with which he is connected. 

What the Radio Meeting Means to Dealers 

Arthur Sinsheimer, radio editor and “the man who knows” 
spent a week with the manufacturers when they were 
talking over their plans. 

Macy’s Modern Home Electrical Show 

Few stores, perhaps, can make as remarkable an exhibit as 
did this New York store, but the idea is here and any 
store can use it in proportion to resources. 

Hardware Merchant Wins Incandescent Lamp Selling 
Prize 


Robert L. Dawson tells how he set about to improve sales 
and did it better than 1000 other merchants. 


ELECTRICAL GOODS IN PICTURES 
Two Rooms in the Model Home in Macy’s Show 
Additional Scenes from Macy’s Show 
Two Minute Lamp Study 


Fewer Sales and More Profits in Lamps 


Mrs. Bowser, lamp editor, continues her sensible, plain 
talks on merchandising of the much neglected lamp de- 


partment. 
Sally Starts Electrical Porch Parties 


Mrs. Chantler continues her very human story of the young 
woman who is ambitious to succeed in the electrical 


department. 


Merchant Walmer Entertains 


Hundreds of merchants go to see his progressive store after 
reading Evectricat Goons. 


Percolators in Nebraska 
A Nebraska hardware merchant read about the concurrent 
advertising campaign and joined in—to his profit. 


For More and Better Sales by Better Salesmen 
A new contest and decision on last month’s problem. 

New Goods 

News of the Electrical Industry 
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Gettin g the Interest 


N the May issue of ELECTRICAL 
| GOODS we printed a story of 

how Charles Walmer, a_ hard- 
ware merchant, increased his sales 
in electrical appliances and acces- 
sories, by an interesting display of 
his merchandise. 

The day after the issue of the 
magazine reached its readers, there 
began a pilgrimage of hardware 
merchants and salesmen and manu- 
facturers’ representatives to the 
Walmer store to see for themselves 
how this was done. Perhaps some 
of them thought it was “just an- 
other fairy tale’ and went there 
with the idea of learning the truth. 

But Mr. Walmer is a bookkeeper 
as well as a merchant and the fig- 
ures he showed to these visitors in- 
dicated nearer 300 per cent than the 
200 per cent reported, and the in- 
crease has not stopped. We hope 
that more merchants will visit Mr. 
Walmer and get the idea. 

In this issue we print another 
story of a hardware merchant’s suc- 
cess that we believe will draw many 
inquiring visitors in the western 
section of the country. This is a 
story of a Kansas merchant who has 
transplanted himself in Redlands, 
Cal., and in the first five months of 
this year has sold $20,000 worth of 
electric refrigerators. 

This Kansan is a man of vision 
and two years ago he saw electrical 
refrigeration as something that 
was sure to burst into popularity. 
He has been introducing the line for 
a year and a half. He was estab- 
lished when the big storm started. 
He is now being repaid for his 
watchful waiting and working. 






































AT you thought about 
electric cleaners last year 
is old-fashioned now. If you 
know about “Positive Agitation” 
you know why. 


THE HOOVER COMPANY, NORTH CANTON, OHIO 
The oldest and largest maker of electric cleaners 
The Hoover is also made in Canada, at Hamilton, Ontario 












































Greatest Electrical Meeting Impressed by 


Development in Appliance Field 


\HE electrical industry has just held its most successful convention from 
point of interest, attendance and value and extent of exhibits. There 
is a belief among the leaders who attended the annual meeting of the Na- 
tional Electric Light Association that a maximum of good has been ac- 
complished by this meeting, but time alone will answer that. 

From a human standpoint, the climax of this great meeting, which attracted 
10,000 people to Atlantic City, occurred at the meeting on Wednesday night when 
Thomas A. Edison, the man who started the industry that now places a valuation 
of more than seven billion dollars on its properties, took his place on the plat- 
form. 

A standing tribute was paid to the great inventor and when the great throng 
continued to applaud, an effort was made to take him in front of the microphone, 
which enabled a speaker to make himself heard clearly by 6000 persons. 

Mr. Edison demurred, but finally stepped over, remarking “This is the first 
time I ever have spoken into a radio.” Then he squared himself, apparently for 
some remarks, and said: 

“Good Night.” 

Mr. Edison had spent a busy afternoon looking over the largest exhibit the in- 
dustry has ever had. He was much interested and permitted himself to be much 
photographed, always appearing to be the lovable, studious man he is so often 
pictured. 

The exhibit must have been peculiarly interesting to Mr. Edison as he has al- 
ways, in his work, held forth the benefits of electricity for the great mass of the 
people. 

The exhibits this year featured the advance in the domestic side of the art. The 
features of the displays were electrical refrigeration, domestic ironers that can and 
will be used in the average home, and better and cheaper lighting in the home. 
The latter was in evidence not only in the new incandescent lamps but in the fix- 
tures and portable lamps. Closely linked with this feature was newly designed 
and better street lighting equipment which will be an aid to safer traffic. 

A surprising part of the exhibition space was given over to the domestic appli- 
ances. The engineering crafts were there with advanced equipment, all designed 
to make the manufacture and distribution of electricity safer, surer and cheaper 
but even the engineers who are deep in this work were impressed with the advance 
in the equipment for domestic use. 

In the commercial meetings, the outstanding feature was the advance of elec- 
tricity in the rural market. From all parts of the country came reports of 
farm lines and the demand for farm power and household equipment. 

Among those in attendance were department store and hardware jobber electri- 
cal goods buyers. They found much to interest them and were welcomed with open 
arms by the manufacturers’ representatives. Undoubtedly as the market for ap- 
pliances extends through the non-electrical stores, these buyers will become more 
prominent at the annual exhibitions. 
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$20,000 Sales of 
in Five Months 


By Bob Woodworth, who 
helped to do tt. 
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Herbert Bell, of the firm, engi- 

neered the electric refrigeration 

business and finds time to sell 
some of the machines himself 


UT here in Redlands where 
() but for the “unusual” excep- 

tion that proves the rule, the 
sun always shines, folks of all de- 
grees of affluence, if any, spend a 
maximum of time in their cars. 

In this present age that tendency 
is not unique to California. House- 
wives under these conditions are not 
always at home to meet the iceman 
when he should call. The Commis- 
sary Sergeant of the household does 
not depend upon her local grocer 
and provisioner to entirely provide 
for her kitchen and table. 

She picks up along the road while 
driving such articles as tempt the 
eye and the pocketbook and takes 
them home with her for next Tues- 
day’s or Thursday’s or Saturday’s 
breakfast or dinner. She knows 
that her electric refrigerator will 
keep these choice bits  indefinite- 
ly or until she may use them to the 
best advantage. 

The Frigidaire has been running 
itself automatically, while she has 
been absent and is cold when she 
gets home. Never failing, ready at 
any time day or night to receive and 
preserve the delicate and _ fresh 
flavors of anything that she may 
wish to save or that she may not 
care to use immediately. 

This type of electrical refrigera- 
tion actually is reliable, and can un- 
reservedly be relied upon to do not 
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Electric refrigerators usually have a place in the window display. This 
was not a special display but several similar ones have been used 


only what the salesman promises, but 
what she hopes and expects it to do. 
From the merchant’s point of view, 
here is a kind of merchandise that 
fulfils a fundamental necessity, the 
correct and safe preservation of 
food by the maintenance of a low 
enough temperature to attain that 
end, and at a remarkably low ex- 
pense. It doesn’t take a mechanic to 
run it, and needs minimum service. 
Once installed, the merchant may 
safely forget it and know that in his 
customer he has created a, booster, 
who will bring him many prospects 
from among her best friends. 
Speaking of prospects, and where 
do we get them? We use our mail- 
ing list, the telephone and city di- 
rectory, lists of new arrivals and 
investors published in the local news- 
papers. We watch the _ building 
permits issued, as there is an in- 
creasing tendency to “build them 
in” not only in private residences, 
but in new apartment houses. 
Wherever electric power reaches, 
there are prospects. Extensions of 
electric lines are carefully noted. 
Every home owner and most renters 
are prospects. Restaurants, cafes, 
ice cream parlors, hotels, institu- 
tions, clubs, creameries, butcher 
shops, cold drink stands, in fact any- 
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one who has ever used ice or any 


other type of refrigeration is a 
prospect. 

The field has not yet’ been 
scratched. I remember that back in 


1915 the automobile was considered 
a luxury and it was believed by many 
that saturation point had _ been 
reached. The auto then became a 
necessity and since that time a few 
more automobiles were sold. 

Frigidaire beat the gun a little at 
the start by being a necessity before 
it was even perfected. Here’s some- 
thing to think about. At the recent 
convention in Dayton, Frigidaire de- 
cided to double the plant at once. I 
believe they are at present turning 
out 300 a day. If we were not al- 
ready on the band wagon we would 
be getting there. 

The investment is not great, we 
keep from three to six different 
models on the floor at one time as we 
can get quick service from our dis- 
tributing station, which is not far 
distant. I believe it is a policy of 
the Delco Light Co., to have their 
distribution points strategically lo- 
cated for the convenience of their 
agents. Their financing plan also 
makes it easy for the merchant to 
sell on the deferred payment plan. 


a a 


ELECTRIC REFRIGERATORS 


These California merchants are making it easter for the lady of the house to 
spend her days in the automobile shopping for fresh fruits and 
vegetables, but they learned about refrigeration first and 


It is a nationally advertised article 
and we are given liberal assistance 
in advertising, the manufacturer 
furnishing all kinds of cuts, display 
cards, spreads, stuffers and litera- 
ture. 

Schools are maintained for the in- 
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Abe Regehr, the outside man, is 

enthusiastic over sales and ser- 

vice because people are appre- 
ciative 


struction of salesmen and service 
men, and instructive literature of all 
kinds is available. There is no ex- 
cuse for the merchant or his sales- 
men to be otherwise than well in- 
formed and up to date. 

The Bell-Grassle Hardware Co. of 
Redlands, Cal., have been selling re- 
frigerators for about two and a half 
years and their original investment 
was approximately $500. The aver- 
age investment at the present time 
is in the neighborhood of $1,000. 

In 1924 the Bell-Grassle Hardware 
Co. sold refrigerators to the amount 
of $3,000, in 1925 their sales of 
electric refrigeration amounted to 
$19,000 during the year and this year 
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they keep on learning. 


up to the first of May the sales of 
this one commodity totals $20,000. 
Three weeks of “unusual” rains in 
the first part of April slowed up the 
sales to some extent and the absence 
of Herbert L. Bell, who was attend- 
ing the convention in Dayton, Ohio, 
cut the sales force. 

You can figure out your percen- 
tage gains, stock turn, etc., for your- 
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Seven complete outfits and one ice making machine were delivered on 





self, we’re satisfied that refrigera- 
tor sales are growing. We also don’t 
figure that we should be blamed for 
pushing this line. 

The driving force and engineer of 
the Bell-Grassle Hardware Co. is 
Mr. Bell, who had considerable ex- 
perience and success in the hard- 
ware business in Kansas, before he 


(Continued on page 49) 


the banner day. Here they are in front of the store 
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Macy’s Second Modern Home 
Electrical Show 


NNOUNCED by a giant search 
light atop the nineteen story 
building, the second annual 

Modern Home Electrical Show was 
opened by R. H. Macy & Co., Inc., 
in New York, May 1. The show 
continued with increasing interest 
for a week and at its close was de- 
clared to be a bigger and better 
demonstration than the similar ex- 
hibition of a year ago. 

The exhibition was announced 
to the public through liberal adver- 
tising in the firm’s regular space in 


MEW YORK SUN. FRIDAY APY 


~ MACY'S DAILY NEWS-AD _ —— 
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the evening newspapers’ and 
through three show windows, one 
of which was more of a show an- 
nouncement than a sales window. 
Several notable placards were used 
in this window that were notably 
different from the usual rule. 

One of these was the presentation 
of what a penny will buy in elec- 
trical energy, already familiar to 
the readers of ELECTRICAL GOODs. 
Others explained the meaning of 
watts, amperes and similar terms 
in a very human way, noting the 
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Modern mem Electrical Show Opens Semesrow 


CHRD WELFARE Manhattan as Ancestors Knew It ee: “s ms! 
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The Sale of Women's 
SILK HOSIERY 
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Macy’s advertising is somewhat unusual, in that much of it is in 

the form of news stories, displayed in regular news style. The 

large space taken by the firm thus becomes sort of a newspaper. 

This accounts for the reading notice and the display advertisement 
shown here 
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fact that these terms were obtained 
from the names of the research 
men who had defined the units of 
measurement. 

When the visitor had been at- 
tracted by these various forms of 
announcement and made the trip to 
the eighth floor, he was confronted 
with signs which explained that the 
strings of red lamps from the ele- 
vator led to the show. This adop- 
tion of the New York subway 
method of guiding people through 
the stations, made it easy for the 
visitor to traverse the route through 
the restaurant or other departments 
of the eighth floor to the show 
without the embarrassment of ask- 
ing the way. 

Also these outstanding strings 
of lamps attracted the attention of 
many restaurant customers and 
others who might have missed the 
exhibition and led them to see the 
mechanical servants at work. 

The decorations of the show were 
dominated by the jagged mark so 
familiaf as the reproduction of a 
streak of lightning. The arrange- 
ment of the space had been care- 
fully laid out on a blue print and 
from this blue print Joseph Kas- 
per, manager for the house fur- 
nishing department, and J. L. Gins- 
berg, assistant in charge of elec- 
trical goods, made the allotment of 
space. Mr. Kasper recently suc- 
ceeded Louis Barnet, promoted to 
be merchandising counselor, who 
conceived the idea of the first show. 

The general plan was a model 
apartment or home on one side of 
the exhibition space, a stage where 
demonstrations and entertainments 
were given and 27 booths, assigned 
to manufacturers or used by de- 
partments of the store. 

In planning this show it was de- 
cided that sales should not be 
stressed but the first objective 
should be educational. This sim- 
plified the need of personnel of the 
show and made it possible to leave 
the management of the booths en- 
tirely to the manufacturers’ demon- 
strators, who had little time to 
solicit orders, but who did take 


A scene from 


orders from those who expressed a 
desire to buy. 

In keeping with this policy of 
not urging sales, the rooms in the 
model house were not over equipped 
with appliances or lamps but only 
appliances normally used were 
placed on exhibition. The model 
home was one of the strongest at- 
tractions of the show. The fur- 
nishings were entirely from the 
Macy merchandise and to forestall 
inquiries, a typewritten card was 
placed on the door-pdst giving the 
price of each article in the room, 
with a statement of where it could 
be found in the store. 

Few, if any, of the visitors failed 
to consult this card after looking 
at the furnishings—a __ strong 
evidence that such an exhibition as 
this is an advertisement for many 
departments of the store. In fact, 
sales in several departments were 
directly traceable to this exhibition. 
Especially was this so for the lamp 
department which department had 
a booth display in addition to sup- 
plying lamps for equipping the 
model home. 

The extent of the show is shown 
by the display in the various booths 
as follows: 

. Electric refrigeration 


——- 


2. Fireless cookers 

3. Floor polisher 

4. Violet ray 

5. Washing machines and ironers 
6. Percolators, grills, toasters, 


waffle irons 
7. Vacuum cleaners 
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the show space, showing arrangements 


8. Radio 

10. Electric nursery 

11. Dishwasher 

12. Miscellaneous appliances, not 
shown in manufacturers’ booths 

13. Percolators, toasters, grills 

14. Electric decorative fountains 

15. Sick room needs 

16. Sewing machines 

17. Portable lamps 

18. Vitrified china percolators 

19. New York Edison Co. educa- 
tional exhibit 

20. Curling irons, vibrators, waffle 
irons 

21. Incandescent lamps 

22. Assemblying the R. H. Macy & 
Co. iron 

23. New York Telephone Co. trans- 
continental message board 

24. Western Unions, sending mes- 
sages and stock ticker 

25. Electric lawn mower 

26. Electric furnace stoker 

27. Special purpose lamps 

28. Model home, laundry, kitchen, 
living room, bedroom 

On the stage during the week 

there were many demonstrations 

that were watched by interested 

visitors and, to a considerable ex- 

tent, these crowds came to see cer- 

tain demonstrations occording to 

the time published in the daily 

show announcements. A demonstra- 

tion of fireless cookers in the 

kitchen of the model home held the 

close attention of fully 150 men 


Additional illustrations on pages 
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and decorations 


and women throughout the show. 
Other stage demonstrations were 
getting breakfast for two without 
leaving the table and using a grill, 
toaster and percolator; woman mar- 
celling her hair with an electric iron; 
lecture and demonstration on elec- 
tric refrigeration; fireless cooker 
demonstration, showing how food is 
placed in cooker and how it is re- 
moved (sampling the food _per- 
mitted) ; dress making with an elec- 
tric machine, a model appearing, 
wearing the dress at end of demon- 


stration; demonstration of electric 
appliances in care of the baby; 
demonstration of indirect lighting 


in the home for saving of sight. 

All of these demonstrations drew 
specially interested people who lis- 
tened with attention. 
* Two forms of entertainment that 
held audiences were alternated with 
the practical demonstrations. A 
demonstration of shadow lighting 
never failed to hold a considerable 
number of people, many of whom 
merely stopped to see what was 
going on. Electrical wizardry, 
chiefly on the use of high frequency 
current, also proved of interest. The 
crowd seemed to be greatly inter- 
ested in the lecturer who explained 
that 2000 volts of electricity on a 
60-cycle current was used in death 
chairs and then submitted himself to 
a test of 250,000 volts vibrating at 
the rate of 1,000,000 cycles. 

In the last analysis the musical 
programs, rendered on. electrical 

(Continued on page 48) 
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A Greater Team W ork Between Manufacturer, Jobber, W hole- 
saler and Retailer and Better Merchandising Were Clearly the 
Outstanding Accomplishments of the Conferences 


Arthur Sinsheimer—Radio Editor 


Y this time you have probably 
B read plenty about the Annual 

Convention which held its 
sessions at Atlantic City from May 
9 to May 14 inclusive and so I’m not 
going to bore you with a pile of de- 
tails that were taken up at the 
various strenuous meetings which 
were held every morning, noon and 
night during the entire week. 

But right here let me point out 
that there were so many loose ends 
and weak spots found in the past 
structure of the industry that only 
by long, hard work of a full week 
was enough accomplished to at least 
partly assure us of a better stabili- 
zation in all phases of the radio 
ousiness for the ensuing year. 

First let me give you a picture of 
what the whole convention consisted 
of. It was a joint program of meet- 
ings for the eight leading radio or- 
ganizations of the industry namely, 
Radio Manufacturers’ Association, 
National Radio Trade Association, 
National Radio Week Committee, 
Radio Magazine Publishers Associa- 
tion, Radio Writers’ Association, 
National Radio Farm Council, Fed- 
erated Radio Trades Association and 
the newly formed Jobbers Radio 
Association of America. 

Each association had its own spe- 


cial group meetings and there were 
also general sessions at which mem- 
bers of each group met for inter- 
change of ideas that would prove of 
material benefit to the industry as a 
whole. Practically every leader in 
every phase of the radio industry 
was in attendance at this important 
confab. 

Briefly stated, it was the consensus 
of opinion that better merchandis- 
ing methods, improved broadcast 
programs, clarification of patent 
situations and closer cooperation be- 
tween manufacturer, jobber, whole- 
saler and retailer were the most im- 
portant factors to develop for the 
future success of the _ industry. 
You’ve heard all these things spoken 
of many times before, but now you 
can expect some action on them 
through special committees that have 
been appointed to see that every de- 
tail is carried through. The manu- 
facturers are tired merely of wait- 
ing for things to happen. 

Even the first act of the new Job- 
bers Radio Association was to begin 
the construction of a code of ethics 
designed to correct some of the 
chaotic conditions which have been 
prevalent in the radio industry, 
hoping that, by working with the 
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other associations of manufacturers 
and retailers, the legitimate whole- 
salers can offer proper help in the 
effort to stabilize the business and 
assure the public better service and 
values through a closer cooperation 
with the retail merchant. 

Cooperation was the big thought 
fostered by every member of each 
organization—not the kind of co- 
operation that merely speaks the 
word and waits for something to 
happen, but the genuine kind of 
cooperation that follows the word 
with strenuous action. And if we 
are able during this year ahead, to 
follow through on only half of the 
campaign of action which has been 
scheduled, there is no doubt but what 
the industry will find itself in a bet- 
ter state of soundness than it has 
ever been in before. 

And right here let me tell 
something that you’ll be greatly in- 
terested in. As you know, we have 
always contended that much of the 
grief brought on by cut-price and 
dumping sales was really traceable to 
the manufacturer and could not be 
laid at your door as a part of your 
merchandising methods. 

Well, we were personally and 
“speakingly” present at every meet- 
ing of the conference and in your 


you 


I 


z fa 
4 


F "« 
; y > 


Ae te 
. ‘ ’ 
L re 


-. 
i 
‘ Oe 
3 
oa 
* 
= 
- 


_ 


° 


| 
r = 


vf 





Manufacturers Means to the Industry 


benalf, the manufacturers were told 
in good plain English just how they 
themselves were responsible for such 
evils and from the general expres- 
sions heard on all sides after the 
“blame placing” talk, you can really 
expect each and every one of those 
manufacturers to look sharply at 
their production figures at all times 
in the future. And what’s more, 
they generously thanked us for 
showing them the light, too. 

Oh, yes, being also a member of 
the National Radio Week “ommit- 
tee, [ musn’t forget to tell you that 
there will be a Radio Week for nine- 
teen twenty seven. There was no 
definite date decided upon for the 
next broadcasting festival which is 
held each year as a special stimulus 
for the sale of radio merchandise but 
the committee is to meet again in 
July for selection of a suitable date. 
It is very doubtful whether inter- 
national, or continent-to-continent, 
broadcasting will form the main fea- 
ture of the celebration next year, 
in which case it will probably be a 
national event with tests being held 
for long distance reception within 
the United States and _ possibly 
Canada and South America as a one 
or two night special feature. More 
about this at a future date. 

Now something about broadcast 
programs. Everyone in the industry 
concedes that broadcasting is the 
heart’s blood of the business—the 
only reason why receiving sets are 
made and the only reason why people 
buy them. Therefore manufacturers 
have decided that the character of 
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programs is really the essence of the 
future of radio and that too much 
thought and care cannot be given 
to this vital fact. It was stated that 
only by continued advancement 
toward perfection in broadcasting 
can there be created the future de- 
sire on the part of the public to in- 
vest in good receivers. 

That’s surely a subject you are 
interested in when I tell you that the 
recognition of this fact by manu- 
facturers will ultimately result in 
more widespread contributions from 
them toward producing better pro- 
grams. No definite plans were made, 
but it certainly is a relief to know 
that this great aid to consumer sales 
is being definitely considered as a 
service to the retail merchant. It’s 
just another step forward in the 
plans that have been made looking 
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Powell Crosley, Jr., 
President of _ the 
Crosley Radio Cor- 
poration; Arthur 
Sinsheimer, Radio 
Editor of ELEc- 
TRICAL Goops; Leon- 
ard Parker, Stewart 
Warner Corporation, 
elected Vice - Presi- 
dent of the R.M.A.; 
Carl Boyd, Sales 
Promotion Manager 
of thee Reichman 
Company and elected 
First Vice-President 
of the R. M. A., and 
W. H. Huth of the 
Walbert Manufac- 
turing Company 
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toward a broader merchandising 
program. 

Here’s a great piece of news, too. 
You know—and the rest of the radio 
world knows—how we, from the very 
beginning, have preached and plead- 
ed that sound, safe and serviceable 
merchandising methods were the 
only standards by which the radio 
industry would find salvation. Well, 
I am glad to report now that prac- 
tically the entire convention was a 
merchandising get-together. Manu- 
facturers have at last come to the 
realization that it isn’t enough just 
to make good products but they have 
got to help the rest of the factors of 
distribution in their efforts to sell 
those products to the consumer. 

As we have always said, to scien- 


(Continued on page 50) 














“Keep ’em Sold” 
and Profit by 
Repeat Orders 


cc OU know that Mrs. Blank, 

, who bought the ironer,” 

said a saleswoman to the 

merchant, “she was in again just 

now. I wonder what brings her back 

so often. She does not seem to have 
any complaint.” 

“T hope you treated her as nicely 
as if she was a prospect,” said the 
merchant, “for she is likely to be 
one of your best advertisements. I 
suspect that pretty soon now you 
will be having women come in who 
will tell you that Mrs. Blank told 
them how nice an ironer is. When 
she comes in again, for she will come, 
teach her your very best selling talk. 
Go over all the good points with her, 
so she will know what to say when 
talking to her friends.” 

And then this merchant, ex- 
perienced in the ways of selling 
mechanical devices, went into the 
reason for “call backs” with this 
saleswoman, for while she was an 
experienced saleswoman she had not 
sold many mechanical devices. What 
he told the saleswoman was about as 
follows: 

In all mechanical lines it is quite 
as necessary to keep the article sold 
as it is to sell it. For no business 
ean thrive without repeat business. 
No salesperson can get repeat busi- 


ness unless the devices they sell 
stay sold. 
Especially with articles’ that 


change the living habits, it is neces- 
sary to meet the customer several 
times. A considerable portion of 
these purchases are likely to come 
in again. Sometimes it is to register 
a complaint. Often this is because 
the customer cannot fit herself into 
the new routine. Again it will be 
because the customer enjoys the new 
arrangement so much that she is 
suspicious of it or just because she 
desires to express her appreciation. 

In the one case, it is the salesper- 
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lator set. 








Where Was the Mistake? 
$20 for Those Who Point Out Errors 


HIS couple, somewhat elderly, were interested in a perco- 
The saleswoman had arranged the pieces on 
the counter in several ways while telling them what excellent 
coffee could be made with an electric percolator. 

“Is it at all dangerous? I never thought that I quite under- 
stood electricity?” remarked the woman. 

“Oh, no; it is not dangerous. 
ful in plugging in with the cord and be careful not to heat it 
when there is no water in it and not to fill it too full.” 

“Father and I are pretty old to watch so many things,” she 
E remarked, as they passed on down the aisle. 

To the person actively engaged in selling who supplies the 
best explanation of the fault, ELECTRICAL GoopDs will pay $15. 
For the five next best answers, $1 each will be paid. The editors 
of ELECTRICAL GOODS will be the judges. 
ber of answers received, it will be necessary to consider only 
those who state connection with a retail store. 

Address Sales Contest, ELECTRICAL Goops, 239 West 39th 
Street, New York City. Competition closes June 20. 


You merely have to be care- 


Because of the num- 








son’s duty to go over the working of 
the device carefully again in order 
to correct any fault in working it. 
This must be as carefully done as in 
the original sales or service talk and 
the salesperson should watch the 
owner carefully to discover, if pos- 
sible, where they have erred. In the 
case of the enthusiast, it is merely 
necessary to listen and add here 
and there suggestions, so that when 
this person talks to friends she will 
know what to say and talk intelli- 
gently about the device. 

A piano salesman once said that 
he had been compelled to listen to a 
buyer of a player-piano render “The 
Spring Song” every Monday for 15 
weeks. This man was so enthusiastic 
over his ability to handle the player, 
that he came in on his afternoon 
downtown to tell the dealer and to 
show him. “I realized of course, that 
he was telling and showing other 
people,” said the dealer, “and after 
a while his friends began to come in 
and inquire about terms on which the 
pianos could be bought.” 

Good automobile salesmen never 
fail to call back on new owners two 
or three times. They do this to keep 
the owners sold on the new car and 
to hear from them the names of the 


20 


friends that they have been talk- 


ing to. These friends are all pros- 
pects. 
All electric appliances change 


more or less the habits of a lifetime 
and if they are understood, the 
people who are benefitted are enthu- 
silastic about them. People often 
come back to the store merely to tell 
how they have enjoyed toast made 
with an electric toaster. These 
people should be encouraged, for that 
is the opportunity to interest them 
in some other appliance and more- 
over they invariably have a friend 
with them who can also be interested. 

People who come back to complain 
are equally important, because a 
proper handling of the complaint 
will turn them into boosters. Most 
complaints as regards electric ap- 
pliances are perfectly simple to any 
one who knows even the rudiments 
of selling appliances. 

Return callers, whether they come 
to complain or to boast, are the best 
assets an appliance department can 
have and the proper treatment makes 
for repeat sales. In the appliance 
line, there are so many distinct ar- 
ticles to sell, that a repeat customer 
is greatly to be coveted. 


by better Salesmen 


Fuse Incident 
Opens Way for 
Service Talk 


HE replies in the May “Mis- 
take Problem” are _ closely 
bunched for honors. Making 
the decision is extremely difficult. 
Practically all of the salespeople 
writing in see in this incident an 
opportunity for a service talk—in 
fact a double barreled service talk. 
Practically all of the replies note 
that here is an opportunity to tell 
the woman who owns the percolator 
that when the fuse burns out there 
is something wrong with the percola- 
tor, connection or plug and several 
of these salespeople would offer to 
have the delivery wagon bring in the 
percolator in order that it might be 
examined and any fault corrected. 

The awards this month are: 

Alice Furlong, G. Fox & Co., Hart- 
ford, Conn. 

Joseph Fontana, A. Delbon & Co., 
New York City. 

Mrs. Helen Werner, Stern Bros., 
41 West 42nd St., New York City. 

F. G. Archer, Archer, Stuart 
Hardware Co., Inc., Houston, Texas. 

Seward Buriss, Sibley, Lindsay & 
Curr Co., Rochester, N. Y. 

Walter D. Meany, Gardner Hard- 
ware Co., Gardner, Mass. 

In the announcement of this prob- 
lem, we promised to tell what hap- 
pened in this case. As there is not 
going to be space enough on this 
page to tell all we would like to of 
the replies to the problem, we will 
tell of the end of that incident first. 

When the woman’s husband 
reached home, she told him of her 
experience and the refusal to sell her 
the fuses. The husband knew the 
manager of this store and called him 
on the telephone and told him of the 
incident. The manager said he would 
send the fuses and a few minutes 
later a delivery wagon arrived on a 
special trip. What happened to the 
salesman we do not know. 
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The Problem 


WOMAN approached a salesman in the electrical department. 


She said: 


“T have a Blank percolator and last night the fuse burned out. 


I would like to buy some fuses.” 


husband can install the fuses.” 


must bring in the percolator.” 
And the woman left. 





“Did you bring the percolator with you?” 
“No, it is much too large to carry around conveniently and my 


“IT do not think it would be a good idea to sell you the fuses. 


What happened later, we will tell you 
with the announcement of the results of the contest. 





You 








Miss Furlong tells what was 
wrong by telling how she handles 
similar cases in her daily experience. 
The first mistake, she points out, was 
in asking if the woman had brought 
the percolator. The remark “I do 
not think I ought to sell you the 
fuses” implies ignorance on the part 
of the customer, which a good sales- 
person will not do. Then Miss Fur- 
long writes: 

“When I have a customer who is 
doubtful about the kind of fuse re- 
quired, I show her the different kinds 
of fuses we have in stock and if she 
is still undecided, help her look over 
our percolators and see if she recog- 
nizes one like or similar to hers. 

“If that fails, I suggest that she 
take home some of the fuses that 
are likely to fit and return those not 
wanted. If for any reason, this does 
not suit her, I suggest that when she 
gets home she look for the name of 
the maker on the percolator and tele- 
phone me. Then we undertake to 
get the fuse if we do not have it in 
stock. 

“We do not allow her to leave the 
electrical department until she feels 
that we are interested in helping her 
to have electrically percolated coffee 
for breakfast.” 

Mr. Archer brings out the point 
that if the percolator burns fuses, 
there is probably some defect and 
he offers to send for the percolator, 
bring it into the store and look it 
over. He impresses such customers 
that the cord should be sent in with 
the percolator, as the fault is most 
often in that part of the equipment. 
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Mr. Fontana says “The clerk was 
wrong in not selling the woman the 
fuse that she wanted and needed. 
He made himself disagreeable by 
being contrary and insisting that she 
bring the percolator into the store. 

“It was a splendid opportunity for 
him to explain that fuses are burned 
out only by a defect in the appliance, 
wiring or misuse; and that a similar 
occurrence could be prevented only 
by remedying the cause of this mis- 
hap. 

“He should have asked her to per- 
mit him to send for the percolator 
or to send a service man to see what 
was the trouble and correct it.” 

Mrs. Werner says that she fre- 
quently delivers fuses and similar 
small parts to customers who came in 
without sufficient knowledge of what 
was needed, merely to keep them 
happy about the service the store 
offers. 

Practically all of those answering 
this problem see in the situation an 
opportunity to build good will for 
the store, for electrical appliances 
and to get the customer to look over 
the stock more carefully than is 
offered under other circumstances. 

Quite a number of the replies 
speak of this salesman as tactless 
and some critics call him insolent. 
All condemn his attitude that han- 
dling a fuse in a percolator could be 
dangerous. This is quite often the 
pose taken by salespeople who are 
over impressed by the mystery of 
electricity and this pose and warn- 
ings of danger has done much to hold 
back the use of electrical equipment. 
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Departmentization 


1 O much of the talk one hears and reads about de- 

S partmentization of stores is merely loose conversa- 

tion that it is little wonder that many merchants 
sidestep any effort along this line. 

A recently issued booklet on radio merchandising 
says that a radio department “should have a competent 
manager, assisted by well informed salesmen, outside 
installation and’”—oh well you know the rest. This 
would seem to infer that a merchant cannot go into the 
radio business unless he puts several high priced people 
on his payroll. 

In practice it is far different and the men who are 
succeeding will tell you this is guff—that is in the size 
of store through which a great percentage of mer- 
chandise reaches the consumers. The writer recently 
spent a day in a remarkable store in an average rural 
community. This merchant was departmentized, but he 
denied it. He could not afford it, he said. 

We went to the gun department and we found there 
a gun enthusiast. His eyes sparkled when he showed 
us a new “just in.” But when he was not needed to 
sell guns, he sold nails or did anything else that was 
to be done. If a gun customer came when he was 
busy elsewhere, another clerk relieved him so that he 
could go to the gun department. The radio specialist 
was also an enthusiast, but he was on the payroll as a 
clerk, but in reality manager of the radio department. 
Each clerk in that store had his specialty and he had 
the ear of the merchant on this subject. He was relied 
upon to keep the merchant informed. 

“When the boys come into the store they quickly de- 
velop a liking for something and we encourage them to 
do it,” said the merchant. Each becomes an informal 
department manager and the store becomes depart- 
mentized. The merchant has departmentized himself 
by taking these subjects up one at a time with the 
specialist. That is all there is to it. 


Almost any morning now you are apt to wake up 
and be greeted with electric fan weather. Then you 
will wish you had thought out your window display. 





What Women Are Reading 


r 1 HERE has been much discussion in the past about 
the neglected opportunities for publicity for 
electrical appliances. Today there seems to be 

a wave of the best sort of publicity for things electrical 

and it would be interesting to know how many of the 

salespeople and advertising managers of appliances are 
keeping in touch with this publicity. 

The Ladies Home Journal, Pictorial Review, Good 
Housekeeping, Country Gentleman and similar publica- 
tions running well over a million circulation each issue 
have recently devoted pages to appliances. The May 
issues are worthy of note in this connection. Mrs. 
Ethel Wan-Ressel Chantler is a considerable contributor 
to these magazines. She is known to ELECTRICAL 
GooDs readers because of her monthly articles in this 


magazine, which tell a selling story in a different way 
than it is told by sales authorities. 

If the salesperson knows what is being printed in 
these magazines and will learn what magazine the wom- 
an reads, he can often connect his sales story with the 
recent article. Read Mrs. Chantler’s story on electric 
cleaners in the Pictorial Review in May and see if it 
will not help you to sell. 


Everyone knows that an electric fan ts used to 
keep you cool on hot days, show them something ad- 
ditional—to increase the ownership desire. 


Who Shall Sell 
J, oom: once in a while there comes to ELECTRICAL 





GoopDs a letter which indicates that the writer, 

a merchant of course, thinks that he is not wel- 
come as a distributor of electrical appliances. He seems 
to feel that the manufacturers of these goods do not 
want him to sell, that the electrical industry feels that 
it is self-contained, and that it wants not only to manu- 
facture its own goods but to distribute them as well. 
George F. Hughes, president of the Edison Electrica! 
Appliance Co., apparently sensed this feeling, and in a 
talk before the hardware jobbers he said: 

“Many hardware jobbers naturally feel that if the 
hardware store is in the electric appliance business 
they should be in it too, for it is their business to 
serve this trade. These hardware stores are their 
customers, and their men call on these stores frequently 
and regularly. ‘While these men are writing orders 
for other hardware,’ they say, ‘why not include the 
electric appliances which are needed?’ If the retail 
hardware men can make a success of this business, why 
cannot the wholesale hardware trade? 

“The matter then settles down to a question of eco- 
nomics and distribution, and is also a competitive one 
Which can render the best service at a profit which 
can show the greater enterprise?” 

In the further discussion of this point, Mr. Hughes 
makes it plain that the electric appliance manufacturer 
is anxious that his distribution outlets, both retail and 
wholesale, should realize the importance of selling only 
quality goods and that they must be organized to give 
proper presentation to the public. The training of 
salesmen, wholesale and retail, he makes a strong point, 
at the same time warning against over technicality. 
He makes it plain that it is proper, widespread dis- 
tribution the manufacturer wants, and he is not inclined 
to quibble over the name or objective of the firm on 
other points. 





The main idea is to show people that the fan is 
not a luxury but it has a definite use and an 
economy. 


A Time Payment Thought 


NE of the frequent complaints about time pay- 
ments is that they promote chiefly the sale of 
who sell “necessities” 


“luxuries.” Merchants 


make this complaint. 
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There are two interesting points about this complaint. 
First comes the classification of merchandise into 
“luxuries” and “necessities.” Few persons agree exactly 
on this classification. Some people persist in classing 
all passenger automobiles as luxuries. 

The second point is that the sellers of the so-called 
“luxuries” usually put more advertising and selling 
effort behind their proposal than those who are selling 
“necessities.” Perhaps the sales expense margin 
may be larger or there may be other good reasons, but 
it would seem that the merchant who expects sales of 
his “necessities” to equal those of his neighbor’s 
“luxuries” should at least do as much to let people 
know that “necessities” are sold on payments. 

Even in hot weather show them that a fan can be 
used in cool weather to send the heat from where it 
is to where you want it, to make the electric heater 
more useful on cool evenings. 


_— 





Electrical Organization 


r HE annual session of the National Electric Light 
Association has recently been held in Atlantic 
City. This is the most important association and 
meeting in the industry. What this association does 
is important to every community that has electric ser- 
vice. The electrical industry is a great cooperating 
industry, which makes for excellent association work. 
For your community, the Electrical League is im- 
portant. The leagues are organized to bring about 
local cooperation and better merchandising conditions 
and if you are merchandising electrical articles, you 
should be interested. At present the Electrical Leagues 
are pushing the Red Seal Home campaign to a great 
success. These homes are going to be an important 
force in bringing the people of the communities to de- 
sire to own electric appliances. Once the people are 
awakened to the desire to own labor-saving appliances, 
sales will be easy. 





Show them how fans can be used to ventilate 
closets and dry white shoes when they are cleaned. 





Salesmanship Needed 


OW that the department and hardware stores 
| \ have taken over the greater part of the dis- 

tribution of electrical appliances, it seems that 
there is another mission that is practically forced upon 
them. It is a job to be done, and if it is done, these live 
merchants will probably have to at least promote the 
idea. 

The problem is stated in this circumstance. A man 
and wife on a suburban train were discussing the re- 
decoration of their home. They were going on a 
trip and have the decorations overhauled while they 
were absent. The wife said: 

“You know we need very badly a number of new 
sockets in the baseboard, wainscoting and generally 
around the house. We cannot plug in our lamps and 
appliances where we should.” 
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“But you see, these cost so much,” said the husband, 
and apparently the subject was dropped. 

There are thousands of homes that were wired a 
few years ago before movable appliances were in 
general use that have few sockets (the people call 
them that). In these houses appliances are used un- 
der a handicap. The general run of people do not 
know how cheaply these sockets can be added and no 
one is telling them today. If the knowledge was gen- 
eral, thousands of people living in rented houses and 
flats would put in these sockets and buy more appli- 
ances. 

We believe that it is up to the merchants who are 
building the trade in appliances to make this knowl- 


edge general. 





Show them how a fan can be used to hasten the 
drying of the weekly washing, so the entire laundry 
job can be done in one day with an electric washer 
and an electric troner. 


About Competition 
Ps old sayings have been wrongfully accepted 


as present day merchandising axioms by many 

people and some merchants. If these sayings 
(unqualified) ever described merchandising, they fail 
to do so today. The sayings referred to are: 

If you make the best mouse trap in the world, the 
world will beat a path to your door. 

Competition is the life of trade. 

The first of these sayings is true only when the 
maker of the best article lets the merchants know that 
it is best, through some form of advertising, that he is 
making the best article and that he has a fair dealer 
policy and then lets the customers of the merchants 
know where they can buy this article. 

The best article manufactured in secrecy or sold un- 
fairly can never succeed over a period of time. 

Competition can destroy trade as easily as it can 
stimulate trade. Cheap or unfair competition on a rea- 
sonable article drives dignified, earnest merchants out 
of that line of business. Today there are scores of 
towns where real merchants refuse to sell radio re- 
ceiving sets because of the cheap, ignorant competition. 
There are towns where legitimate merchants refuse to 
sell electrical appliances because of undignified terms 
advertised in those communities. 

Old axioms need revision before being applied to to- 
day’s business. When these sayings commanded respect, 
it was presumed that merchants were respectable. 
Today there are merchants and merchandising that are 
not respectable. 





The economy is shown in many ways; it can be 
used in drying fruit; drying the dishes, thus saving 
time; by saving laundry bills in reducing the muss- 
ing of clothing; by reducing fatigue, and keeping 
the family in the comfortable home instead of 
sending them out to restaurants and moving picture 
shows. 
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At first Sally could turn out waffles and toast faster than 
her guests could eat them 


ALLY and the entire Hope 
S family were spending their 
first Sunday at their modest 
bungalow at Beachville, the one and 
only bathing resort near the thriv- 
ing little city of Bustleburgh. The 
occasion was Sally’s first “at home’”’ 
afternoon since her somewhat ka- 
leidoscopic plunge into the position 
of buyer of household electric ap- 
pliances for “Bangups’ Big Store.” 
So far, her success has surprised 
everyone but herself and her father, 
who always had infinite confidence 
in the ability of his youngest daugh- 
ter. 

Immersed, so to speak, in things 
electrical, Sally very much to her 
mother’s disapproval decided to en- 
tertain at tea served on the porch 
with hot waffles, and cinnamon toast 
made electrically. 

“But what’ll the neighbors think 
of your cooking and eating on the 
porch?” asked Mrs. Hope, quite dis- 
mayed at such a spectacle, which in 
her opinion was certain to provide 
a choice morsel to gossiping 
tongues of the summer resort. 

“IT don’t care what they say. But 
1 do hope they’ll show sufficient curi- 
osity in the affair to want to follow 
my good example. Because, you 





By Ethel Wan-Ressel Chantler 


know, I’m doing it rather more for 
their benefit than for the benefit of 
my guests and myself.” 

“You mean—you want them to 
gossip?” 

“Of course not! But don’t you 
think it’s about time that some of 
these people with porches stuck on 
the front or side of their houses 
would realize they weren’t put there 
as ornaments? Imagine, Mom, we 
can only use them a few months 
each year, yet even then we don’t 
get anything like the good out of 
them that we should. Now, do we?” 

“But we do sit out there,” she pro- 


tested, “that’s what they were in- 
tended for.” 
“Sit? How much time do you 


have to sit out there—enough to 
warrant its existence?” 

“I suppose not. Still, nobody 
seems to use it for anything else.” 

“That’s no excuse. Wait and see 
if they don’t after today. I fully 
expect that ‘Bangups’ Complete Kit 
of Electrical Cooking Appliances for 
Bungalows,’ is going to make its ap- 
pearance in plenty hereabouts. Be- 
sides I want to experiment.” 

“If I know anything about cook- 
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ing and serving, you’ll have plenty 
of chance on this occasion to do that 
Incidentally, my dear, how do you 
expect to feed the crowd you’ve in- 
vited here today? After they’ve been 
swimming, too! Catch me making 
waffles and toast in only one waffle 
iron and one toaster for that 
crowd!” 

“It’s got to be done, Mom. And 
it won’t be nearly as hopeless as you 
think.” 

“You’re planning your own down- 
fall,” insisted Mrs. Hope, loyal to 
her convictions. 

“Thanks for the boost,” grinned 
Sally, too intent upon her plans to 
have time for doubts. 

Long before time for the arrival 
of guests, Sally made her sand- 
wiches, wrapped the whole plate in 
wax paper and placed it in the re- 
frigerator. The bread for cinnamon 
toast was then cut and trimmed, ar- 
ranged prettily on a plate, and re- 
turned to the bread-box to await the 
hour of its conversion into cinnamon 
toast. 

The waffle batter, too, was made 
and poured into a large pitcher and 
placed in the refrigerator. This par- 
ticularly scandalized Mrs. Hope, who 
could not reconcile this with her own 





SALLY’S PROGRESS 
Selling Campaign Moves to Porch 


ment and what she intended to do. 


way of doing. But Sally quickly ex- 
plained that the batter could not 
possibly be harmed since she had 
not added either baking powder nor 
the beaten whites of eggs. Mrs. 
Hope seemed reconciled. She was in 
fact considerably impressed by her 
daughter’s sudden efficiency in 
household matters. The girl seemed 
to enjoy every minute of the prepa- 
rations. And Sally did. 

Having once prepared the food, 
she arranged her waffle iron, toaster 
and water kettle on the tea wagon in 
a corner of the porch near a con- 
venient outlet. This was calculated 
to take up as little space as possible, 
so there would be enough available 
for the guests to move about with- 
out falling over each other or the 
table. 

A card table was set up close to 
the tea wagon on which Sally ar- 
ranged the cups, saucers, plates, 
sandwiches, syrup, powdered sugar, 
and preserves for the waffles and 
also the water kettle and tea pot over 
which her mother was to preside 
while she made the waffles and toast. 

At first Sally found she could turn 
out waffles and toast faster than her 
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Sally’s example and adver- 
tising were the cause of 
many pleasant meals on 
the bungalow porches 
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guests could eat them, but as the 
crowd increased rapidly she had some 
difficulty in making ends meet, so to 
speak, even by separating each waf- 
fle into four portions, and toasting 
two pieces of toast at a time, so 
much did the guests enjoy the nov- 
elty of her unique little entertain- 
ment. 

To amuse those of her guests, who 
could not be served as quickly as 
they might desire, Sally immediate- 
ly started guessing contests to see 
who’d get the next waffle or toast. 

All in all the party proved a great 
success. Mrs. Hope admitted that 
seldom had she seen both men and 
women manifest so much interest in 
the food and the way it was pre- 
pared, and seldom had any of their 
previous parties been so lively. 

Then and there she_ resolved, 
though she said nothing to her 
daughter, that in the future she 
would not only use the porch for 
electrical teas, but would try serv- 
ing her family meals out there as 
often as would be practicable. 

The party over and only the 
family present, Mr. Hope asked Sally 
if she was satisfied with her experi- 
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“I sure am. I’ve got an idea for 
a selling campaign that’s going to 
be a knockout.” 

“axes?” 

“You bet. [I’m going to sell the 
women around here on making full 
use of their porches!” 

“Brilliant idea,” her brother Ben 
commented tartly. 

“Yes, it is,” agreed Sally, undis- 
mayed by his intended sarcasm. 
“It’s been milling around in my head 
for a week or two. That’s why I 
tried out the idea today. I am going 
to show women how they can save 
themselves work and serve meals to 
their families in comparative cool- 
ness out on their porch throughout 
the summer.” 

“Funny, I was just thinking that 
I’d use the porch more often to serve 
your suppers out there,” Mrs. Hope 
conceded. 

“What did I tell you?” she turned 
on Ben. 

“Mother doesn’t count 
under the spell.” 

“Doesn’t she? You’ll see the others 
doing the same thing in no time!” 

(Continued on page 47) 
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Many Merchants Interested in the 
200 Per Cent Gain in Trade 


Walmer of Wilkinsburg, 
Pa., had many callers after 
the story appeared in ELKC- 
TRICAL Goons telling of 
display that sold goods 
without clerks. 


By Milton J. Phillips 


INCE the last issue of ELEc- 
TRICAL Goops printed the story 


of the Charles W. Walmer 
Hardware Co. store, at Wil- 
kinsburg, Pa., entitled “Proper 


Merchandise Display on These Coun- 
ters Brought a 200 Per Cent In- 
crease in Sales,” the store has been 
visited by leading hardware men 
from ten different towns in Western 
Pennsylvania and Ohio. 

In fact, since Hardware Age ran 
an account of his new arrangement 
of display cases and tables, a few 
months ago, hardware merchants 
from nine States and an even 40 
towns and cities, including such cen- 
ters as Cleveland, Detroit, Syracuse, 
Buffalo, Columbus, Erie, Johnstown, 
Altoona and Fairmont, W. Va., have 
journeyed to Wilkinsburg to see for 
themselves. 

Then, came something new in dis- 
play of electrical goods. ELECTRICAL 
Goops published in its last issue 
illustrations and a description of 
goods and Mr. Walmer’s method of 
displaying the countless articles 
from switches, cords, hair curlers, 
lamps, washing machines, to the 
smallest of screws found in electrical 
equipment. And, now there is a 
second invasion of hardware mer- 
chants to see the tables, the inter- 
esting price tags, the electrical gift 
shop and other features. 

These visitors come from fac- 
tories, Jobbers’ offices and retail 
establishments. Literally, more than 
100 well-known hardware dealers 
have come to see his store. 

Their first question, “Where did 
you get this stock,” meaning the 
large assortment of articles electric- 
al; the next, they want to know 
where he gets the big easily-seen 





Charles W. Walmer 


price tags, and what are the results 
in increased sales. As to the last 
question, he produces his check 
showing a 200 per cent increase, 
sixty days ago; now, it is almost 300 
and still going up. 

One and all, the visitors want to 
know how he keeps stock looking so 
clean and attractive. His reply is: 

“Sell it before it gets dusty.” 

This formula requires three condi- 
tions, viz:—display, price and price 
tags, and good illumination. 

To illustrate; his gift department 
occupies 60 feet of wall space five 
feet high. The shelves are cut glass, 
and the walls behind are plate glass 
mirrors. The illumination is from 
two directions, above and below. On 
the floor shelf of the case, which is 
three feet above the floor of the 
building, the illumination is by bou- 
doir lamps in dainty shades; from 
above, it comes from flickering little 
electrics and blends in beautifully 
with the colors of novelties, bric-a- 
brac and electric articles that warm 
every woman’s heart and touch most 
husbands’ purses. 

The representative of a manufac- 
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He shows figures that 

prove his trade grows 

steadily on the electrical 

accessories and will soon 

reach a 300 per cent gain 
on previous totals. 


turing company walked into the store 
looking around without introducing 
himself until he had made observa- 
tions to suit his purpose. Then, he 
asked for the proprietor. A copy of 
ELECTRICAL GOODS was lying on the 
table in the office. He picked it up, 
paged through it, found the recent 
article on this great display, took 
out his pencil, noted the address, and 
remarked: 

“IT will write to several of our 
good customers to order a copy of 
this magazine at once. It will give 
them ideas.” 

Mr. Walmer was asked what he 
says to these business men visitors. 
This is it: 

“‘Have proper and adequate display 
under any and all conditions if you 
intend to sell goods keep the price 
of every article in sight; don’t be 
afraid of light bills in the matter 
of letting people see your goods un- 
der good illumination.” 

He added another, it is this: “visit 
other stores for the purpose of find- 
ing out what the other fellow is do- 
ing.” 

Mr. Walmer insists that he is 
ready to learn from any and every 
person who can teach him some- 
thing. 

The new arrangement of display 
tables and cases is saving hundreds 
of hours of clerk time, since no time 
is wasted in digging merchandise 
out of cubby holes here and there, or 
in climbing ladders to get articles 
that have been reposing snugly high 
up near the ceiling where no one can 
see them. 

There are more than 1000 differ- 
ent items on floor tables in full view 
of every shopper and another 1000 
on shelves along the walls in as easy 

(Continued on page 53) 





Two of the Rooms in the Macy Home Electrical Show 








It was a part of the definite plan in the Macy Modern Home Electrical Show not to overload the 

rooms with electrical equipment. In this dining room one could easily conceive that the average 

woman would make use daily of the appliances shown on the sideboard, the breakfast table and 
the dining table without being an appliance enthusiast. 





In the bedroom the electrical equipment was hair curler, a heating pad and such articles as every 
woman wants and they were not over conspicuous. The visitors attracted by the showing of elec- 
| tric appliances were always interested in other furnishings. As an answer to such questions, a 
typewritten inventory was posted on the door frame, giving the price and department where the 
article was sold. A similar card was used for each room. 
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The kitchen was the center of interest in the Macy Modern Home Electrical Show. Here was 

shown the electric refrigerator, the electric range and the dishwasher, in addition to the smaller 

and more familiar articles. The latter included food mixer, ice cream freezer and similar arti- 

cles. It was a kitchen for a cook who has serious work to do. The fireless cookers were brought 

in for the lecture demonstrations. All of the equipment was used in a very practical way during 
the show. 


‘ 
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The large clothes drier, the large ironer and the washing machine were featured in the laundry 

exhibit. This was presented as a full-sized laundry; the apartment house equipment, suitable for 

laundry and kitchen combined, was shown in the other booths. There was, of course, a hand iron 
and a fan in the laundry. 
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| Eureka Sets Another World Record 


51,918 Grand Prize Eurekas Sold Between 
March Ist and April 30th 


21,676 more Eurekas were sold during March and April, this 
year, than during the same period in 1925. 

The American public emphatically expresses its preference for 
the Eureka Vacuum Cleaner by purchasing more of them than 
of any other “make.” Very probably no other “make” showed 
such a phenomenal gain during the March-April period. 

Each year the powerful Eureka selling organization smashes 
previous records and sets new high marks for the entire industry 
to shoot at. The amazing March-April increase proves that 
1926 is going to be another sensational Eureka year. 

The dominance of the Grand Prize Eureka, resulting from 
superior cleaning efhciency, powerful advertising and aggressive 
merchandising, is a tremendous sales asset to dealers who 
want to enjoy the largest possible volume of electric cleaner 
sales and profits. 

Wire or write the factory for details of the Eureka selling 
opportunity in your territory. 


eMarch-April 1925 =z 
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EurEKA VACUUM CLEANER Company, Detroit, U. S. A. 
Largest producers of Electric Vacuum Cleaner Units in the World 
§ Canadian Factory, Kitchener, Ontario 


Foreign Branches: 8 Fisher Street, London, W.C.1., England 
58-60 Margaret Street, Sydney, Australia 
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Two 
Minute 
Lamp 


Study 


we believe that in the 


future many lamps 
for the home will be 
purchased because they 
have traceable lineage 
and may be used con- 
sistently with what- 
ever style of deco- 
ration may be em- 
ployed in the room for 
which they are in 
tended We will ac- 
cordingly show a 
series of “well bred” 
modern lamps, trace 


their ancestry and 


suggest selling displays 





Courtesy Khouri Studios 


The Modern Vase Lamp 


Had anybody asked us how long electric lamps 
have been made out of vases, we should have with- 
out hesitation said, “About twenty years.” We are, 
however, informed by the manufacturers who have 
converted thousands of the finest and rarest Orien- 
tal porcelains as well as thousands of less expensive 
potteries into beautiful lamps that they have been 
doing that for more than thirty-five years. 

At least, the vase lamp is a modern lamp, and 
there is every reason to believe that for many years 
it will be a very popular type, because shortly (and 
the sooner the better) some ingenious mind is going 
to show us how to use storage batteries in vase 
lamps, and we will charge them from our recep- 
tacles, just as we now charge our radios. 

That will eliminate the unsightly cords. It will 
save many baby feet from stumbling, and often 
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embarrassing accidents. It will enable us to use 
a lamp on any table in the house; and when this 
comes to pass, we will actually have a “portable” 
lamp. 

This particular lamp is created out of a piece of 
Czecho-Slovakian pottery of solid color with quaint 
old silhouettes against an oval of cream color. The 
shade is of natural color parchment with the. sil- 
houette medallions as used on the base. The color 
scheme is carried out by binding top and bottom 
with velvet to match the color of the vase, which 
comes in rose du Barry, rich blue or green. Mounted 
on a fine bronze base, you have a lamp of much 
charm and considerable individuality. 

The panels, so characteristic of Early American 
days, permit the use of this lamp with Colonial set- 
tings as well as English and Modern. 


BETTER COFFEE 
Month in Nebraska 


How a HARDWARE STORE be- 
came interested in the concurrent ad- 
vertising campaign on behalf of per- 
colators, joined in with display and 
local advertisements and then cashed 


in. 


By Miss Pearl Holloway 


N perusing ELECTRICAL GOODS 
| not long ago we came across 
an article dealing with “Better 
Coffee Month,” and straightway our 
mental wheels began to turn in the 
direction of percolators. The result 
was that at the appointed time, one 
of our newspapers appeared with an 
advertisement which looked some- 
think like this: 


DO YOU KNOW THAT 

April 15th to May 
15th is Better Cof- 
fee Month? 

A percolator is a 
real. economy ? 
Percolated coffee is 
better than boiled 
coffee ? 

We have all styles, 
all sizes and all 
prices of  perco- 
lators? 

Come in and choose yours today. 
L. F. HOLLOWAY HARDWARE 
COMPANY 
“Everything in Hardware.” 


A few days later, our daily brought 
out the advertisement reproduced on 
this page. 

It is our purpose to keep merchan- 
dise of various kinds together, and 
our aluminum percolators are lined 
up in brave array on the top section 
of a long table, while the nickeled 
ones occupy a_ show case near the 
front of the store in the main aisle. 

The first Saturday of Better Cof- 
fee Month we ran a special on small, 
or rather medium, aluminum perco- 
lators of rather light weight. We 
made an extra good price on this, 
and sold between fifteen and twenty, 
our original supply being exhausted 


Illustration 
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This window display helped a Nebraska hardware dealer 
do his share toward a successful percolator month 


before the day was over. 
cash sales and we did not keep an 
exact record, but it certainly aroused 
an interest in percolators. 

We have sold higher priced per- 
colators as well, and are confident 
that our special window trim and ad- 
vertising had much to do with these 
sales. 

As to whether “Better ‘Something’ 
Months” are a good thing, who can 
say? If there were not so many of 
them, perhaps they would have more 
effect. At present you can scarcely 
pass a store window or read a news- 
paper without being made aware 
that this is Better Something Week 
or Month or whatever the case may 
be. 

It is*barely possible that the great 
number of these special “drives” 
may have the same effect as the 








Better Coffee in Better 
Coffee Month! 


HOW? By making it in one 
of our PERCOLATORS 


—— 





Come in and get yours today. All sizes, 

all styles, all prices—and you will find 

a percolator a real economy. Besides, 

your coffee will taste better made the 
percolator way. Try it. | 





| 

: L. F. Holloway Hardware Co. 
“Everything in Hardware” 

! a 92 On Sixth Street 














A two-column follow ad that brought 
in buyers 
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These were mother’s words when she spent sev- 


eral minutes telling her small boy 
why he should not take a certain toy 
out in the yard. After listening to 
a number of reasons, he remarked: 

“T was going to bring it back, but 


you talk so much I forget.”” It might 


be that if we had less of these special 
months or weeks our customers 
would be more inclined to take them 
seriously. 

The fact that these things are 
being made prominent nationally at 
certain times may make us more in- 
terested in having our advertise- 
ments, our windows and our store 
displays better. 

At any rate, in Better Coffee Month 
we have had a window display which 
attracted considerable attention and 
have sold more than twenty perco- 
lators. 

Now we are ready to turn our at- 
tention to something else, but we are 
Still reminding our customers that 
percolators make better coffee every 
month. 

One thing it does serve to make 
clear in our minds is that people in 
the smaller cities are quite as re- 
sponsive to particular campaigns as 
those of the larger cities and the 
smaller city merchant can profitably 
cooperate with these campaigns if 
he makes the effort to do so. 

Perhaps there are those who think 
the people of the smaller cities are 
not as appreciative of modern con- 
veniences as those in larger cities, 
but we believe they are more so. We 
believe this effort, on a percentage 
to population basis, will make a very 
good showing for our hardware store 
out here in Fremont, Neb., popula- 
tion almost 10,000. 
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ODAY, when all over the coun- 
try, merchandise men and 
buyers and manufacturers are 
asking “‘What’s the matter with the 
lamp business?” and complaining 
about a lack of profits, we dare to 
say that we are entering a new 
period of greater prosperity in lamp 
merchandising and that merchants, 
instead of being depressed, should 
analyze existing conditions, tighten 
their belts and start anew. 

For several years many stores 
have sold lamps with but one appeal 

a appeal! Price, in any 
business, cannot long remain the 
only appeal, because merchants and 
manufacturers soon find that there 
is no bottom to prices. There are 
always small manufacturers, men 
unable to figure costs accurately, men 
temporarily embarrassed financially, 
who need ready money to meet a 
note or a pay roll, who will sell mer- 
chandise not only at cost, but often 
way below cost. 

Other stores which have not 
stressed the price appeal so openly, 
have bought lamps because they were 
different, because they were novel- 
ties, without regard as to whether 
these lamps suited the furniture and 
other merchandise being sold in their 
store. 

All such stores eventually find 
themselves with heavy stocks which 
do not move. Advertising lamps on 
price at this season of the year has 
never proved profitable, yet a Chi- 
cago store recently ran an expensive 
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advertisement with strong insistence 
on the saving. The entire day’s 
business was less than the price of 
the advertising. 

Citing the stores which are not 
securing business is never as profit- 
able as studying the stores which are 
getting the business, so let us turn 
to other stores where lamp sales are 
mounting. 

Here we find, usually, there is a 
buyer with discrimination who is 
placing before the public lamps of 
the better grades, with a much high- 
er mark-up than price merchandise. 
These buyers are advertising how 
and where to use the lamps they 
show. 

Many department store buyers are 
working closely with their interior 
decorating departments and window 
display men. These buyers are sell- 
ing quality merchandise; they have 
a clear policy as to price range and 
they do not allow themselves to be 
tempted out of their class by bar- 
gains. 

There are other stores, not dis- 
tinctly quality stores, where sales 
are going ahead, where we find a 
condition that we believe exists all 
over the country. In these stores, 
while the sales in dollars and cents 
are increasing, the number of their 
sales are decreasing—in other words, 
the average sale is higher. The 
woman is voluntarily selecting better 
merchandise. 

As soon as this condition, which 
has been brought about by publicity 
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Fewer Sales 


Is New Thought in 


Buyers are giving more 
thought to use and quality 
and fitness in home than to 


price appeal 


teaching women to understand and 
use lamps correctly, is understood, 
the manufacturers will stop their 
great effort to get out merchandise 
at a price and begin to get out mer- 
chandise which has merit. The aim 
will be to give as much quality as 
possible, instead of as little as pos- 
sible. 

The merchant will then buy lamps 
because of the fitness; because they 
have selling arguments. Reason will 
enter into the lamp business, rather 
than the present confusion of buying 
and selling without much thought. 

Some manufacturers who have 
piled up volume business during the 
last few years will have to learn to. 
do less volume but with a wider mar- 
gin of net profit. 

Some merchants who have been 
sending out a hundred lamps a day 
at $5 each will find themselves sell- 
ing 60 lamps at $10 each daily. The 
delivery expense will be cut down 40 
per cent, and the net profit will be 
increased perhaps 3 per cent. The 
business will show a normal healthy 
increase. 

The new point of view was plainly 
demonstrated at Macy’s Electrical 
Home show last month. In the lamp 
booth there was not an odd collection 
of lamps of all types and design, cal- 
culated to catch the attention in one 
way or another of everybody who. 
passed. There was a clean cut dis- 


‘play of early American lamps of 


various prices. These lamps had 
been chosen with excellent taste and 
were shown on a Colonial Dutch 
dresser, gate leg tables and other 
small pieces of furniture with which 
Early American lamps should be 
used. 

Upon investigation we found that 
these lamps were not contributed by 
the Interior Decorating Department 
or by the Gift Shop, but had been se- 
lected out of the regular merchandise: 
in the lamp department. 


More Profit 


Lamp Merchandising 


By Mrs. Bernice Bowser 
Lamp Editor 


This marks a step forward in 
lamp merchandising. This lamp 
booth said something to the public— 
it stood for something. It, without 
question, aroused more interest than 
if it had contained a hit or miss as- 
sortment of lamps, selected without 
logic or reason. 

Now that merchants begin to 
grasp the reason back of correct 
lamp usage, they can go into the 
field and not only sell a large volume 
of lamps to people who build new 
homes and require new lamps, but 
they can sell the correct lamps to 
people who for fifteen years have 
been buying the wrong kind of 
lamps, or not recognizing the need 
or actual decorative value, have not 
been using lamps at all. 

We are showing two photographs, 
recent photographs of two quite dif- 
ferent rooms, which clearly show 
how much the merchant can do in 
showing the woman in the home how 
to use lamps. 

In one room the furniture has been 
carefully selected to go with the 
French Wall mirror. Into this room 
many light sources have been intro- 
duced. 


Light 
Sources 
8—Three-light wall brackets.... 24 
2—Iron floor lamps, flower 


trimmed with Chinese em- 
broidered shaw] shades, and 
a small duck acting coyly 
as a finial 2 
2—Florentine floor candle sticks 2 
2—Florentine mantle sticks..... 2 
2—Odd table lamps............ 2 


Obviously this is wrong. The room 
looks like a lamp shop. To be over 
lamped is as poor taste as to be un- 
der lamped. The right lamps might 
fit into this room and not be con- 
spicuous. To be conspicuous in lamp 
lighting is as bad taste as to be con- 
spicuous in dress. 

There are many rooms like this 
throughout the country. Women have 
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been enthusiastic about lamps and 
have used them in many cases not 


wisely. These very women would 
welcome help on their lamp problems. 
Replacing the wrong lamps means 
new business. 

In the other photograph we show a 
delightful room, charming in its sim- 
plicity, radiating good taste. Yet in 
the entire room there is not one 
lamp. This comfortable sofa can be 
used only by daylight, for there is 
no provision for lamp-lighted hours. 
This lounging chair is also neglected 
at night, for certainly, even with the 
panelled wells, one could not read 
comfortably at night. 

These photographs were selected 
at random. They were not prepared 
to illustrate this article. They are 
fair illustrations of what exists in 
the American home today. If there 
is any question in your mind as to 
this, pick up any interior decorating 
magazine—the better the magazine, 
the most vivid the illustrations of 
lamp neglect—and you will find fur- 
niture and all accessories carefully 
considered, while the lamps are for- 
gotten. The architect and decorator 
often leave the lamps to the owner 
and that is one reason why the lamps 
do not fit the furniture—although 
we have seen terrible crimes com- 
mitted in the name of the interior 
decorator. 

There is new business, much of 
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it, in better lamps—lamps in better 
taste, not necessarily more expensive. 
It remains for you to go out and 
show your people how to use the 
right kind of lamps in the proper 
way. 





Talking Units 

rFENHE rearranged candle and small 

shade section of Wanamaker’s 

store is an excellent example of lamp 

displays which say something to the 
buying public. 

Each table, counter or group of 

lamps means something, for  in- 


_ Stance, early American glass lamps 


are grouped in one space, boudoir 
lamps of metal are on one table, a 
complete candle range on one coun- 
ter, bedlamps on one table, and so 
on. ’ 

This simplifies buying and con- 
centrates the attention of the passer- 
by. It makes it easier for clerks and 
buyers to watch the stock. 

In a ready to wear shop one would 
not expect to find stockings, hats, 
underwear, sport dresses and sweat- 
ers on one table, yet in lamp displays 
this is often done, lamps of metal, 
wood and glass with shades of parch- 
ment, silk and glass, all placed indis- 
criminately on one table, saying 
nothing to the customer and have na 


buying urge. 








A. Hardware Merchant Won First Prize 


Working under the four 

star plan, Dawson’s sales 

increased almost five times 

and he was just going 
good 


ROM Feb. 1 to March 31 the 
FH Betiona Lamp Works con- 
ducted a contest among its 
lamp dealers to popularize the new 
line of Standard Lamps, which is 
the inside frost incandescent lamps. 

When the manuscripts were con- 
sidered a few days ago a hardware 
dealer was selected for the first 
prize, an automobile. A hardware 
dealer also won second place, and a 
dry goods store fourth. Hardware 
dealers were also placed 15th and 
2ist. Thirty prizes were awarded. 
Two hardware stores were among 
the twelve gaining honorable men- 
tion. 

The contest was on what is called 
the Four Star Plan. The Stars are 
the points considered and all manu- 
scripts considered in the contest 
were required to bring out the Star 
points. Briefly the Stars are defined 
as follows: 

Star 1—Describe what window 
displays you put in featuring the 
New Mazda lamps during the period 
of the contest. 

Star 2—Tell what you have done 
to encourage sales through the store 
interior. 

Star 3—What did you say to all of 
your customers about the new line of 
lamps ? 

Star 4—What have you done that 
goes beyond your store to sell lamps 
or to bring in new customers. 

Here is the report that won the 
automobile.. 


BY ROBERT E. DAWSON, 
The Dawson Hardware Co., 5448 Troost 
Avenue, Kansas City, Mo. 


STAR 1 


E put in six different win- 
dows during the two months 
of the contest. We used the 


same section of our window each 
time for these displays. We got out 
all of our old “How are you fixed for 
lamps?” signs and featured that slo- 
gan by putting these signs on the 
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Unfortunately, Mr. Dawson did not submit a picture of his window, and 
this is of a display by the Maxwell Hardware Co., of Oakland, Cal., placed 
fifteenth in the prize list 


back and side walls of the windows 
and on the glass. We used the large 
demonstrator, the panel frame, the 
several cutouts sent with the window 
trim service and all of the window 
trim material sent to us. We also 
put the lamp chart in the window 
close up to the glass so that our cus- 
tomers could study it. 

We put up the blue carton lantern 
on the outside. 

In one display we showed the new 
inside frosted lamps contrasted with 
two tallow candles and an old kero- 
sene lamp. We also placed this sign 
in each window: 

“The new lamps are cheaper, ask 
us about them.” 

We also used the large blue car- 
tons. We saved all of our lamp car- 
tons as they were emptied and fixed 
up one background by piling up a 
wall of these cartons as high as we 
could go. It made an effective back- 
ground. After that we gave these 
cartons to our customers when they 
bought two or more lamps, explain- 
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ing that it was safer to carry the 
lamps that way. We purposely did not 
wrap the carton, figuring that if its 
attractive blue was seen by others 
it would prove suggestive. 


STAR 2 


We moved our lamp stock up to 
the front of the store and, using one 
section of shelving, filled it with car- 
tons clear to the top. Each section 
is seven shelves high. On the lower 
side of the middle shelf board we 
wired up eighteen cleat receptacles. 
We painted the shelf and the wall 
behind white. In these sockets we 
placed as many different lamps as 
possible and screwed them up just 
enough so that a slight touch would 
cause the lamps to light. We 
grouped the lamps according to type 
and size. For example, we placed 
all of the different 25-watt lamps to- 
gether. This made it easy to con- 
trast the old style lamps with the 
new inside frosted lamps and gave 
our customers a chance to visualize 


Se Se Ne 


Incandescent Lamp Selling Contest 





This attractive window was the work of the Hawes Hardware Co., of San 


Francisco, Cal., who won honorable mention. 


More than 1000 dealers 


submitted reports in this contest and honorable mention is quite an honor 


the advantages of the latter. 

We certainly demonstrated the 
lamps. We used the clear mill type 
to indicate what a short stocky fila- 
ment was used in contrast to the long 
vibrating filament in the old type of 
lamp. 

We had a number of different col- 
ored papers on which we would place 
the new lamps to show how pleas- 
antly they harmonized with their 
surroundings. 

We also would make pencil marks 
on the old outside frosted lamps and 
explain that trying to clean such 
lamps simply rubbed the dirt into 
the frosting and made the lamp yield 
less light. 

By placing a new inside frosted 
lamp beside an old outside frosted 
lamp—we generally used the 25-watt 
size for this—and lighting both 
it was easy to show the customer 
how much more light the new style 
of lamp gave. This sold many lamps 
for us because customers would re- 
mark: “Why, I can use less elec- 
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tricity and get the same amount of 
light.” 

We not only had the “How are you 
fixed for lamps?” sign on the counter 
where we sold lamps, but we had one 
tacked up behind the counter and an- 
other just beside the door so that 
customers were reminded of lamps 
when they turned to go out. In ad- 
dition we had another sign back on 
our wrapping counter near the cash 
register. 

We placed a glass showcase to 
serve as a counter in front of our 
lamp section. We pasted a picture 
of the new lamps showing the con- 
trast in size and price on the under 
side of the top glass. In the show- 
case itself we put a sample of each 
kind of lamp we had in _ stock 
mounted on cleat receptacles. This 
included odd shapes like the extra 
long showcase lamps and the small 
twisted candle lamps. We even had 
some Mazda Christmas tree lamps 
contrasted with the large 300 watt 
lamps. 
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National Lamp Co. awards 
prizes to five hardware 
merchants in the recent 
contest and two gain hon- 
orable mention 


We placed some of the blue car- 
tons on either side of the showcase 
in the form of towers which made a 
sort of frame for that department. 
We put up the price cards where they 
could be seen and had the price lists 
in the form of envelope stuffers sup- 
plied to us by the company which 
we gave to our customers. We also 
put up a lamp chart near the section 
to which we would refer customers. 

We had a window transparency on 
our front door. 


STAR 3 


We soon learned that to say to a 
customer “How are you fixed for 
lamps?” led to confusion. They im- 
mediately thought of floor lamps or 
bridge lamps, so we decided to say, 
“How are you fixed for light bulbs?” 
We varied this frequently by asking 
“How are you fixed for lamps?” and 
then adding, “light bulbs, you know.” 
We sought to connect the idea of 
bulbs with the many signs we had 
around the store “How are you fixed 
for lamps?” 

If a customer answered that she 
had plenty, we then asked, “Have you 
seen the new inside frosted bulbs?” 
This gave us a chance to demonstrate 
and we had several of the new bulbs 
on the showcase for that purpose. 
We discovered that curiosity often 
ied to sales because the new lamps 
have so many good sales points. 

When customers ordered goods 
over the telephone we suggested that 
they should include a few lamps in 
their order. In several instances we 
took cartons of iamps with deliveries 
so that customers might see the dif- 
ferent kinds and sizes in their own 
sockets. 

We paraphrased an old advertis- 
ing slogan by suggesting to our cus- 
tomers that they “buy lamps by the 
box.” This made many additional 
sales for us. 

(Continued on page 51) 


Be 





New Goods to Sell 


Show Case Reflector 


A new type of show case reflector is 
now being marketed by the Faries 
Manufacturing Company, Decatur, III. 





A standard holder which fits a stand- 
ard brass shell socket, permits the re- 
flector shade, 6% in. long, to be rotated 
on the socket so that the light may be 
spotted at any angle on the articles 
displayed. It is neat and compact and 
may easily be detached by pulling out- 
ward. The standard finish is nickel 
plate with inside reflecting surface of 
frosted aluminum. To be used with a 
25 watt tubular bulb. 


Revnolite No. 510 Plug 


Reynolds Spring 
Company, Jackson, 
Mich., manufactur- 
ers of the Reynolite 
line of molded elec- 
trical convenience 
fittings has brought 
out an improved con- 
nector plug for elec- 
trical appliances. Of 
exceptionally grace- 
ful design, it is con- 
venient to handle 
and is equipped with 
a new positive action 
lever switch. The 
material is attrac- 
tive in color and 
finish, cannot tar- 
nish or corrode, and 
is practically un- 
breakable. 
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Guth-Lite Commercial Lighting 
Fixture 


A super-illuminator for commercial 
use embodying new and distinctive fea- 
tures has been brought out by the 
Edwin F. Guth Co., St. Louis, Mo. An 
adjustable white porcelain enameled 
reflector directs the light so as to 
secure a wide distribution with uni- 
form intensity on the working plane. 
The upper part of the globe extends 
through the reflector giving shadow- 
less illumination of the ceiling. The 
volume of light may be quickly in- 
creased or diminished by raising or 








lowering the reflector. The lamp fila- 
ment is positioned high in the globe 
so that most of the light is diffused 
through the narrow neck of the glass 
toward the reflector surface which re- 
ficcts it downward over a wide area. 
The Guth spring globe holding device 
firmly holds globe without rattling and 
also permits instant removal for clean- 
ing or reclamping. Made in four dif- 
= styles with three sizes in each 
style, 


Colonial Design Electric Lamp 


A new lamp, a replica of the old hex 
shaped crystal base used in Colonial 
days, is being produced by the Aladdin 





Manufacturing Company, Muncie, Ind. 
The base is mounted with one or two 
light fitting. The shade is a copy of 
the all-over chintz pattern, hand 
painted on buckram and edged with 
black velvet, which enriches the color- 
ing in the decoration. 


Emerson Junior Electric Fans 





The Emerson Electric Company, 2018 
Washington Avenue, St. Louis, Mo., has 
brought out a 9-inch, 4-blade, oscillat- 
ing fan, with hinged base, permitting 
the fan to be used as a desk or table 
fan or fastened to the wall. Fans are 
finished in black enamel, the blades 
finished in dull brass. The Emerson 
Junior also comes in a non-oscillating 
model. 


Shield for Wakefield Attachette 


The F. W. Wakefield Brass Co., Ver- 
million, Ohio, has introduced a shield 
shade for its attachette. The metal 
frame of the shield is of ivory finish 
with inserts of parchment. One deco- 
rated parchment and one blank parch- 
ment filler are supplied, with direc- 
tions for decorating with pigment or 
fabric. 
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The L & H Electrics Toaster 


Two-O-Four, a new model L & H 
Electrics Toaster that is being an- 
nounced as ready for the trade by the 





A. J. Lindemann & Hoverson Co., Mil- 
waukee, Wis. This new toaster, made 
of high grade steel with a heavy, 
highly polished nickel finish, takes ex- 
tra large slices of bread—having a 
toasting surface of 4% x 5% inches. 
It reverses toast every time the door is 
dropped—making evenly browned, crisp 
toast. Has steel braced unit. It is 
also provided with the exclusive L & H 
damper-on-the-door, which prevents 
drafts from interfering with even 
toasting. Equipped with cord and ter- 
minal plug. Voltage, 110-120. Wat- 
tage, 550. 





Arrow Porcelain Socket Base 


A new porcelain socket base with 
attachment plug outlet has _ been 
brought out by the Arrow Electric Co., 





Hartford, Conn. It may be combined 
with Arro-Bell Pull body or the Arrow 
pull socket body. 


ee ee 


Auto Vacuum Cleaner 


A vacuum cleaner designed pri- 
marily for use in cleaning upholstery 
and rugs of automobiles, has_ been 
brought out by the Clements Manufac- 
turing Company, 608 Fulton Street, 
Chicago, Ill. The ball-bearing Cadillac 
Electric Auto Vacuum Cleaner, has a 
1/3 hp. motor, is portable and operates 
from any light socket. 
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Cleaning Power 


sells it- 
and keeps it sold / 


One demonstration quickly puts over the cleaning power of 
the Premier Duplex. Double action—the efficient use of 
motor-driven brush and strong suction working together—is 
a process women are quick to appreciate. They know it 
saves them time and work—and cleans thoroughly. 


And today the modern housewife wants the cleaner that needs 
no oiling. The Premier Duplex ball bearing motor and brush 
spare her that task and also keep the cleaner working at top 
efficiency throughout a lifetime. No servicing calls for you. 
You sell the cleaner—take your profit—and that’s all there 
is to it. 

Write today for Information 


We have a special proposition for department stores. 
Valuable franchise for hardware and electrical dealers. 


Three more big selling points 


1. National advertising (Saturday Evening Post and 
Women’s magazines) straight through the summer. 


2.. Liberal trade-in allowance on all old cleaners. 


3.. Great sales organization with branches everywhere to 


ELECTRIC VACUUM CLEANER CO., Inc. 
Cleveland Ohio 





Manufactured and distributed in Canada by the 
Premier Vacuum Cleaner Company, Ltd., 
Toronto 
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Model 302 Standard Stove 





Co., 


Electric Stove 
Toledo has brought our a compact elec- 
tric stove, the same in every particu- 


The Standard 


lar as their model 301, with the ex- 
ception of the base and upper shelf. 
The model has one open type hotplate 
on cooking top, electric fireless cooker, 
with one large or two smaller kettles, 
eight quarts total capacity and oven 
10 x 12 x 12 with two burners, the 
upper one being used for broiling. A 
thermometer is inserted in the door 


panel. Automatic control on cooker 
optional. Connect to convenience out- 
let. Size 18 x 27; finish porcelain with 


nickel trimmings or black japanned. 


Tunger Trickle Charger 





A charger that supplies current into 
a radio battery fast enough to compen- 
sate for the energy drawn off and sup- 
' plying the current while the set is in op- 
eration has been developed by the Gen- 
eral Electric Co., Schenectady, N. Y. 
The charger has four taps which pro- 
vide three different low rates and % 
ampere boosting rate, making it pos- 
sible to obtain the exact rate required 
for any particular set. 


Motor Burnouts Eliminator 


The Sentinel Breaker a device to 
protect the motor and mechanism of 
washing machines, ironers and other 
electric appliances from damaging 
overloads is being manufactured by the 
Westinghouse Electric & Manufactur- 








cuit. 
f stages of tuned radio frequency ampli- 


ing Company, East Pittsburgh, Pa. 
The breaker, which is used as the main 
starting and stopping switch, works on 
the thermostatic principle, protecting 
the motor from burnouts due to over- 
loading, and blowing out of house 
fuses. 


C & E Safety Handles 





Manufacturing Company, 
Street, Cleveland, 


Ericson 
1987 East 105th 
Ohio, has placed on the market a line 
of C & E Safety Handles which re- 


inforce the connection between the 
portable cord and the plug or socket, 
protect the cord from wear, and safe- 
guard the user in the event of the con- 
nection being broken. They are made 
of rubber, are flexible, and easily ap- 
plied. There is a style for practically 
every portable light socket and the 
electric iron plug handle can be used 
with 90 per cent of electric iron plugs. 


New D.R.F. Coils 


The three D. R. F. coils included in 
the new kit manufactured by the Daven 
Radio Corporation were especially de- 
signed for the Daven brass note cir- 
This circuit consists of two 


fication, a tuned detector circuit and 








three stages of Daven amplification. 
The manufacturer claims extreme sen- 
sitivity, selectivity and volume, with 
ease of control. Another feature 
claimed is, that due to their small field, 
interaction or self-oscillation between 
the several coils is eliminated. Al- 
though designed for the Daven brass 
note circuit, these coils may be used 
on other tuned radio frequency cir- 
cuits. 


Van Horne Cushion “X” Base 
Tube 


The Van Horne Company, Franklin, 
Ohio, has brought out a radio tube 
which they call “the Tube with the 
Cushion Base.” A ring of soft resilient 
crepe rubber has been incorporated in 
the base which the manufacturer 
claims eliminates howling and micro- 
phonic noise. 
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An electric toaster, simultaneously 
toasting both sides of the bread has 
been brought out by the Superior Elec- 
tric Products Co., 2206 Pine Street, St. 
Louis, Mo. The toast is ejected by the 
pressure of a small lever. Size 7 in. 
long; 4 in. wide, 6% in. high; weight 
2% \|b. Nickel finish with black rub- 
beroid handles, feet and ejector. 


N teen 1927 Model 





The 1927 six tube receiver has been 
placed on the market by the Neutro- 
wound Radio Manufacturing Co., 
Homewood, Ill. Three stages of trans- 
former coupled, audio frequency am- 
plification are used and three control 
dials. Straight line frequency varia- 
ble condensers are employed insuring 
sharp separation of all stations on the 
broadeast from the lowest to the high- 
est wavelengths. The receiver is en- 
cased in an all-metal shield. The 
neutrostat—a device for varying the 
“B” voltage to suit the wave length 
being tuned in, is also one of the fea- 
tures. 


Electric Hair Waver 

An electric marvel waver has been 
brought out by the Variety Machine 
and Stamping Co., Cleveland, Ohio. 
The manufacturer calls especial atten- 
tion to the curve of the iron, claiming 
that this gives a natural looking wave 
running back and forth instead of 
up and down. The back is removable 
so that in case the element burns out 
it is easily replaced. The waver is 
being marketed under the name of the 
Natural Marcel Waver. 





























There’s a Size 
and Style 
for Every Purpose 











TRADE MARK 












Profit from the sale of these practical, popular ranges and ap- 

liances. L&H Electrics supply the need for appliances that can 
be depended upon for satisfactory service. Their improved features 
and their handsome designs appeal at once to the prospective 
customer. 


The L&H Electrics Ranges have won recognition everywhere for 
their superiority in design, construction, desirability and ease of 
operation. The Full Automatic Time and Temperature Controls, 
the rust-proof porcelain enamel finish, the one-piece ovens with 
rounded corners and their other important advantages are selling 
points of demonstrated strength. 


Note this fact also, that when the sale of an L&H Electrics Range 
is made, you are not going to have a lot of-calls for “servicing.” 
They are built to operate to the customer’s satisfaction. 


Write for information on this profit-making line. 


L&H Electrics 
Table Stoves 











Jf L&H Electrics 
Heating Pads 











L&H Electrics A. J. LINDEMANN & HOVERSON CO. 
— 435 Cleveland Ave. Milwaukee, Wis. 


Branches at 
405 Lexington Ave., New York, N. Y. 
1636 14th Street, Denver. Colo. 
2626 W. Washington Blvd.. Chicago. III. 
715 Bryant Street, San Francisco, Cal. 
In addition to the articles shown here, our line oj 
Electric Appliances also includes: Hot Plates, 


Curling Irons, Waffle Irons, ‘“Turnsit’’ Toasters, 
Urn Heaters, Testing Ovens, etc. 
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Cord Grip Fitting 





The Arrow Electric Co., Hartford, 
Conn., has brought out the Arco-Grip 
attachment, a separate fitting to use 
with any outlet box cover having a % 
in. hole or knockout. 





Super Marvel Violet Ray 


Packed in a silk lined case, the Super 
Marvel No. 3 with three electrodes, 
indestructible handle, equipped with 
seven feet of cord and separable plug, 
is being marketed by the Eastern Lab- 





oratories, 223 East Thirty-eighth 
Street, New York City. The violet ray 
discharge is powerful and highly dif- 
fused without any disagreeable kick. 
Intended principally for home use. 





Victrola-Radiola Models 


One of the models recently intro- 
duced by the Victor Talking Machine 
Company, Trenton, N. J., in their new 
line of Victrola-Radio instruments is the 
Hyperion-Electrola-Radiola, an_ eight 
tube Radiola Super-Heterodyne built on 
a sloping panel. Features of this in- 
strument are: Concealed directional 
built-in loop antenna. Victor inspected 
radio tubes provided, seven UX-199, 
one UX-210 and two UX-216-B, one 
UV-876 ballast tube; operates on alter- 
nating current, 100 to 120 volts, 60 





cycles; volume control; records played 
by electric pickup or radio reception; 
both through latest type ten-inch cone 
reproducer. The same current supply 
operates radio, electric pickup and 
drives motor for turntable. Radio re- 
ception or record reproduction may be 
also had through separate loud speaker, 
the jack being provided in the instru- 
ment board. Induction disk electric 


motor, combination compartment and 
pilot lamp. Other models are: Borgia 
11; Borgia 1, an eight tube Radiola 
Super-Heterodyne operating on dry- 
cell batteries; Florenza and Alham- 
bra 11, both six tube Radiola Super- 
Heterodyne models operating on dry 
cell batteries, and the Alhambra 1, a 
five tube Radiola tuned radio frequency 
receiver operating on dry cell batteries. 





New G-E Vacuum Cleaner 

A new vacuum cleaner of the suction 
type is being placed on the market by 
the General Electric Company, Schenec- 
tady. The cleaner is of aluminum 
and has an adjustable nozzle which 
may be set for cleaning any surface. 





Double snap-on brush, self cleaning. 
The motor, a G-E ball-bearing type, is 
universal and built for several volt- 
ages, ranging from 32 to 250, cooled by 
a fan attached to the armature shaft 
and requires no oiling. Shipped with 
a special set of swiveling attachments 
and set of nickel-plated joints. 


New Electric Waffle [ron 

The Security Electric Mfg. Co.,.2635 
Canton Street, Chicago, announces a 
new No. 23 Security Waffle Iron. This 
iron has approximately the same 
capacity as the standard 7 in. waffle 
iron. The grids are of pure aluminum, 
legs and body of the iron are of steel 
and finished in nickel plate. The ele- 
ment is made of nichrome wire. It is 
equipped with 6 ft. of heater cord and 
a standard two-piece attachment plug. 
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The Filatrol—An Automatic 
Rheostat 





The Amsco Filatrol, a fixed filament 
resistor used in place of the conven- 
tional rheostat. The characteristics of 
the resistor are such that it acts as an 
automatic rheostat, compensating the 
voltage drop as the “A” attery is dis- 
charged. Manufactured by the Amsco 
Products, Inc., 416 Broome Street, New 
York City. 





Empire Design Percolator Set 





Among the three new designs of 
percolators recently brought out by the 
Westinghouse Electric & Manufactur- 
ing Co., East Pittsburgh, Pa., is a set 
of Empire design finished with a new 
process called “silnick” which gives a 
platinum silver appearance. The pot 
holds 9 cups. The same design also 
comes in a 9 cup urn. 





New Model Easy Washer 


The Syracuse Washing Machine Cor- 
poration, Syracuse, N. Y., has just 
placed on the market a new model 
Easy Washer. The three vacuum cups 
in the same tub, the straight line lever 
action, the gear train, switch, etc., are 
all retained as is the swinging gas 
heater, but a new dryer and a new 
complete water circulating system have 
been added. While the clothes are 
being washed in the larger tub, the 








first batch may be rinsed, blued and 
dried ready for the line in the smaller 
tub. The water circulating system can 
be operated with the washer, the dryer, 
or entirely independently. Rapidly and 
completely empties the water from the 
machine into a drain or sink. 
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The Graybar quality 
tag — under which 
60,000 electrical 


supplies are shipped. 











Offices in 55 Principal Cities 


(; ravbaR 


adds low price 
to high quality 


“Give us Graybar quality in a lower 
priced sewing machine—and we'll give 
you a wider market.” So said dealers 


who know. 


And this is what we are giving them: 


The famous Graybar portable sewing 
machine with a metal base instead of 
a wooden one. A machine pounds 
lighter and dollars lower .in price. All 
the talking points of the regular Gray- 
bar models: And the half century old 
reputation behind the Graybar name! 


The new Graybar comes in both vi- 
brator and rotary models. Full in- 
formation at a nearby distributing 
house. 
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ELECTRICAL SUPPLIES 





Successor to Wesfern Electric Supply Dept. 


Executive Offices: 100 East 42nd St., New York 
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Electrical Business Briefs 


UITE the most important event of the electrical 

industry for the last month was the meeting 

of the National Electric Light Association at 
Atlantic City. The annual meeting of this association 
is important to all branches of the industry, because 
it is in these meetings and through this association 
that the plans for co-operation are worked out. 

It is at these meetings and through the association 
that the service stations of the country exchange ideas 
and facts and this prepares the way for the cheaper 
operation, which in turn means the lower rates that 
are doing so much to promote every branch of the 
industry. Even the very technical parts of these meet- 
ings are of interest to laymen and others in results 
because of the bearings these facts have on future de- 
velopment. 

The electrical industry stands second to none for 
its co-operation and interchange of ideas for the mu- 
tual interest of the industry. The ideas and facts 
developed in this spirit are directly helpful to every 
appliances merchant in the country. The convention 
is one of the largest industrial meetings in the coun- 
try. To go into detail would require much space and 
the details are not interesting to those not intimately 
in the industry. 

There was an amazing exhibit of electrical appli- 
ances, machinery and other items connected with the 
industry. This exhibit has become sufficiently known 
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The hot weather means that certain 
dealers {who figure that “fans is fans” 
and it doesn’t make much difference 
what fans they sell} are due for their 
annual awakening! Dealers who have 
been through all that and know better 
are reaping their annual satisfaction. 


Northwind Fans (Universal Type 
either ACor DC) are in their eleventh 


year of successful marketing be- 
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to attract a goodly number of buyers from hardware 
jobbers and from department stores. This exhibit is 
the big annual show for all branches of the trade and 
attracts accordingly. 





R. A. Lundquist of the electrical equipment division 
of the Department of Commerce resigned to become 
export manager of the Electric Refrigeration Corpo- 
ration of Detroit on May 1. Mr. Lundquist is an en- 
gineer and after several years in that profession for 
various companies, he became a special agent for the 
Department of Commerce, traveling in the Pacific 
Ocean countries. In August, 1921, he was appointed 
chief of the electrical equipment division of the De- 
partment of Commerce by Secretary Hoover, the posi- 
tion he has held to the present time. Of the eight 
years he has been chief of this division he has spent 
five abroad, and he is thoroughly familiar with the 
electrical specialty market in many foreign countries. 
Mr. Lundquist has contributed at various times the 
results of his foreign studies to the technical press. 





J. McA. Duncan, formerly Pittsburgh district man- 
ager, is now assistant general sales manager of the 
Westinghouse Electric & Manufacturing Co. W. R. 
Marshall, formerly branch manager at Buffalo, will 
succeed Mr. Duncan at Pittsburgh. H. F. Boe, for- 
merly industrial division manager at Buffalo, now be- 
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cause they are made in a plant that 
has turned out fine fans for 30 years; 
because they are not cheap fans, even 
if popular-priced; and because only 
two sizes are needed to supply the 
bulk of the demand. Big sales from 
minimum stocks mean profits. Ask 
anyone of the 100 jobbers who 
carry Northwind Fans at conve- 
nient points! 





The Emerson Electric Mfg. Co., 2018 Washington Ave., St. Louis, Mo. 
50 Church Street, New York City + + + 608 So. Dearborn Street, Chicago, III. 
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Free Attachments 
















\ 


\ 








FEATURES of this 
BIGGER, BETTER 
CLEANER 


, HP. AIR COOLED motor. 

Full 14-inch aluminum nozzle. 

Long nozzle points to get into corners. 
Special adjustment on rear roller to 
raise or lower nozzle for different 
rug nap thicknesses. 

Finest aluminum castings. 
Non-cramping Pistol Grip with con- 
venient push button switch. 
Double, detachable, self-cleaning 
brush. 

Tested and approved by Underwriters’ 
Laboratories and leading Home Insti- 
tutes. 


GUARANTEED FOR TWO 
YEARS 























With Every 1926 


— gEWE]I, 


ELECTRIC VACUUM CLEANER 


$ 4 15 
Retails for complete 


NET—not gross—PROFIT is the measure of the 
amount you make on the merchandise you sell. 


Little or NO extra sales expense is needed to mer- 
chandise the JEWEL Cleaner—for its LOW 
retail price and FREE ATTACHMENT 
OFFER are sufficient, alone, to bring buyers 
to vour store. 


[limination of servicing is assured by a 
reputation of 16 years’ fine cleaner 
manufacturing behind each JEWEL 
and an JIRON-CLAD TWO- 
YEAR GUARANTEE — just 
TWICE the length of the 


average guarantee! 



























Secause its MER- 
CHANDISING 
COSTS are LOW- 
EST, the JEWEL 
vields MORE 
PROFITS PER 
SALE than any 
other cleaner 
made! 


Send for 
sample 
JEWEL 
now. If your 
jobber can- 
not supply 

vou—write 
us. 





CLEMENTS MEG. CO., 608 Fulton St., Chicago, Ill. 
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comes branch manager and R. L. Kimber, industrial 
division manager. W. F. Barnes has been appointed 
branch manager of the Tulsa office. 











__ They Keep a-Running”’ 


ciety for Electrical Development that the organ, 

ization details of Camp Co-operation VI are well 
under way. This, the fifth conference of represen- 
tatives of electrical leagues and others interested in 
local co-operative business development, will be held 
at Association Island, Henderson Harbor, N. Y., Sep- 
tember 1-4. The leagues have been notified and quite 
a number have already made reservations for the meet- 
ing. Attendance at this conference is by invitation 
extended by the board of directors of the society and 
present indications are that this will be the most suc- 
cessful meeting yet held. 

The business program is being prepared by F. M. 
Feiker, operating vice-president of the society, and 
Kenneth A. McIntyre, in charge of league work. H. B. 
Kirkland, who handled Camp Co-operation V so suc- 
cessfully last year, will again be in charge this year. 
B. Badrian will act as assistant camp manager. 

Those desiring information about this conference 


aa 16 agp Psoery Oscillating Fan should direct their communications to The Society for 
uilt for A.C. and D.C. Service Electrical Development, at 522 Fifth Avenue, New 


° York, N. Y. 
Large Volume Air Movement i 
Grigsby-Grunow-Hinds Company, Chicago, announce 


Over a Wide Area the appointment of Fred D. Williams as director of 


Century 16-inch, 3-speed Oscillating Fans offer this sales, effective May 1. The company is one of the 
exclusive advantage:—When the fan is mounted in largest manufacturers of Radio Power Supply units in 


a bracket position and tilted downward, as in res- . 
taurants and other public places, the ‘air column the country, manufacturing practically every compo- 
always moves at the same height from the floor nent entering into such apparatus in their own fac- 


throughout the complete arc of oscillation. Slow _ 
oscillating motion makes the air effective at greater sl ee ee ee — 


distances and over a wider area. 
(1) Fan base and motor body of pressed steel, light to the factory are anticipated before next season and 
weight and durable. new equipment to handle a capacity of 5000 current 
supply units per day will be ready before September 1. 


\ N announcement has been received from The So- 








(2) Motor body fully enclosed—dust and dirt are ex- 
cluded from moving parts. 








(3) _ rae oS IPOS on See Cae. A talking film, the invention of Dr. Lee DeForest, 
(4) od weeue and tooume ‘gears, Selle to keepers based on a comprehensive scenario prepared by Ray D. 
cannot be stripped. Oscillating mechanism en- Lillibridge, Inc., showing the advantages of Servel 
closure packed with high 9° graphite grease— : . on 8 
positive lubrication assured for long periods of Electric Refrigeration, was one of the exhibits at the 
ime. ait ; 
" me ee ee ‘ National Electric Light Association Convention, May 
(5) as used in Century power’ motore—machined on 17 to 21. While the picture was being shown, the 
ly loam, a observers heard the words of a salesman explaining 
(6) Readily adjusted for side wall mounting, the various points of the machine which are of ad- 
vantage. The exhibition included the showing of col- 
OTHER TYPES OF CENTURY FANS ARE: ored animation, a novelty introduced to depict what 
Stat 9-inch Portable, 1-speed switch in base, for A.C. : . . . 
Oecillating. o and 12 inch: * s-speed Portable, for A.C. and D.C. actually takes place in the operation of the machine to 
eiling -inch sweep for A.C. . ; : : : : 
Ventilating 16-inch, Pspeed, for A.C. and D.C. provide the freezing temperature within the box 
NE FF COGET OO The Society for Electrical Development announces 
. that in addition to two Advertising and Merchandising 
Centur y Electric Comp any Services produced each month, it has collated into 
1806 Pine St. St. Louis, Mo. standard packages a series of illustrated advertising 


suggestions. There are 22 such standard packages, 
covering practically all phases of the use of electricity 
in home, office, factory and store. Each package con- 
tains proofs of the completed ads., showing layout and 
mats for the illustrations and are supplied to members 
| Ceiling at actual cost. 


29 Stock Points in the United States and More Than 50 
Outside Thereof 














Portable 








A. E. Hetzner has been appointed signaling sales en- 
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Electric Table Stove 





An electric table stove has recently 
been introduced by the Superior Elec- 
tric Products Co., 2206 Pine Street, St. 
Louis, Mo. The stove has two ni- 
chrome elements set in porcelain plates, 
indicating rotary snap switches, full 
length asbestos cord, and _ two-piece 
attachment plug. Finished in polished 
nickel. Size: 18 in. long, 8% in. wide 
and 5% in. high; weight 7% Ib. 





New Trinity Radio Receivers 


The improved line of radio receivers 
recently placed on sale by the Beacon 
Radio Manufacturing Company, 





Brooklyn, N. Y., includes beside the 
Console Model described in the April 
issue, a six and five tube model. The 
six tube model is in a five-ply ma- 
hogany cabinet 26% x 8% x 13 in. 
Both it and the five tube model which 
is 22 x 7 x 6% in., have three vernier 
dials for tuning controls and bakelite 
panels. The chassis*of both sets may 
be removed by raising the cover and 
lifting out. 





New Westinghouse Console 
Range 


A new non-automatic cabinet range, 
known as the Console Range and de- 
signed to meet the demand for an in- 
expensive cabinet range with large 
oven capacity, has been placed on the 
market by the Westinghouse Electric 
and Manufacturing Co. By lowering 
the oven, and removing the warming 
shelf, the Console range is made lower 
in height than any other of the West- 
inghouse cabinet ranges. The range is 
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similar in construction and design to 
the Westinghouse Junior Cabinet 
range, has two oven units, with 1500 
watts each and three surface units, one 
6 in. with a capacity of 1000 watts; 
one 8 in., 1000 watts and one 8 in. 1500 
watts. The dimensions are: 37 in. 
wide, 26% in. deep and 38 in. high. 
The oven measures 14 in. wide and 
17% in. deep. 





Case Radio Receivers 


The Indiana Manufacturing and 
Electric Company, Marion, Ind., manu- 
facturers of the Case radio receiving 
sets, recently announced three new 
models with built-in loud speakers on 
the right of the set. Model 600 is a 





five tube, dial control combination re- 
ceiver and speaker; Model 606, a five 
tube, vernier control, combination re- 
ceiver and speaker; Model 603 a six 
tube, multi-power, vernier control com- 
bination receiver and speaker. 


Electric Clothes Washer 


An electric washing machine has 
been brought out by the Blackstone 
Manufacturing Co., Inc., Jamestown, 








N. Y., for which they claim 11 points, 
some of which are: Compact, easily 
operated in small quarters; trouble- 
proof, not requiring frequent oiling; 
safe, because of no exposed mechanism 
and 2-way wringer release; wringer 
swings, automatically locking in five 
positions; sturdy nickel plated copper 
tub; silent motor; clothes can be put 
in and removed while running; large 
compression type drain for quick 
emptying. 
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Little Devil Electric Soldering 
Iron 
A new soldering iron called the Little 


Devil No. 3 has been brought out by 
the Permway Electric Manufacturing 





Co., 2129 Pine Street, St. Louis, Mo. 
This model is designed for light work 
around the home, especially for radio 
construction and repair. Other models 
No. 1 and No. 2 are Industrial solder- 
ing irons. 


Safety Road Light 


The Farwell Manufacturing Co., 
Toledo, Ohio, has brought out a new 
automobile Safety road light and con- 
trol. The light is located under the 
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left headlight, the control rod for the 
direction of throwing the light, being 
located on the steering column and the 
switch located on the instrument board. 





Connecticut Flushplates and 
Taps 
The Connecticut Electric Manufac- 
turing Co., Bridgeport, Conn., recent- 


_ly issued a five-color Bakelite wall 


hanger covering their line of plugs, 
taps, adapters, finishing buttons, at- 
taching_ screws, flushplates and 
switches. 
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Hamilton 


Beach 


Necessary Electrical Devices 


HERE’S A.FAST SELLING LINE 


Small Unit Investment 
Rapid Turnover 
Good Margin and 

Nationally Advertised 






Retail 
Price 


50 





VERY ONE of the 14,537,000 wired 

homes needs one or more of these 
quality Electrical necessities: Vacuum 
Sweeper—Home Motor—Hair Dryer—or 
Vibrator. Add to this the ever increas- 
ing demand for drink mixers, jewelers’ 
motors, and motors for buffing and 
polishing and other myriad uses — and 
you have an idea of the market for 
Hamilton Beach Products. 


19 Numbers in This 
Fast Selling Line 


All are guaranteed absolutely and quality 
products. Dealers find it pays to be a 
Full Line Dealer. It will pay you, too. 
Hamilton Beach Products are sold and 
stocked by representative Jobbers every- 
where. If you're only selling a few num- 
bers ask your Jobber for prices and full 
information on the Full Hamilton Beach 
Line. If you don’t know the name of 
Jobber nearest you, write us. 


HAMILTON BEACH MFG. CO., Racine, Wis. 


gineer of the Graybar Electric Co., New York City. 
Mr. Hetzner has been connected with the Western 
Electric Co., now the Graybar Co., since 1921. 





Stockholders of the General Electric Co. at the an- 
nual meeting in Schenectady, approved the plan to 
change the present authorized common stock of 
1,850,000 shares of the par value of $100 each into 
7,400,000 shares of common stock without par value. 

In the election of the board of directors, the fol- 
lowing were reelected: Gordon Abbott, Oliver Ames, 
George P. Gardner, Francis L. Higginson, Jr., Robert 
Treat Paine, 2nd, and Philip Stockton, Boston; George 
F. Baker, Jr., Anson W. Burchard, Charles A. Coffin, 
George F. Morrison, Dwight W. Morrow, Seward 
Prosser, Gerard Swope and Owen D. Young, New 
York; Bernard E. Sunny, Chicago; Burton G. Tre- 
maine, Cleveland; E. Wilbur Rice and Jesse R. Love- 
joy, Schenectady; Marsden J. Perry, Providence. My- 
ron F. Westover, secretary of the company, was elected 
to fill the vacancy caused by the death of E. R. Stet- 
tinius of New York. 


Announcement has been made by the Graybar Elec- 
tric Co. of a four-day conference of its sales spe- 
cialists held May 12 to 15, inclusive, at the com- 
pany’s general offices in New York. Among those of 
the organization who addressed the meetings were 
D. H. O’Brien, New York; J. P. Lynch and Charles 
M. Kelly, Jr., Boston; W. W. Ponsford, Philadelphia; 
L. E. Walker and M. C. Beckner, Richmond; J. H. 
Hamilton, Atlanta; W. C. Blackburn, Cleveland; P. 
Jones, Pittsburgh; R. S. Seese, Detroit; G. W. Cram- 
ond, Cincinnati; Otto Danielson, Chicago; C. R. Sar- 
gent, Minneapolis; J. C. Crupper, Denver; George L. 
Chesnut, Dallas, and J. R. King, Seattle. Mr. P. M. 
Rainey was in charge of the conference. 





A 7,500,000 beam candlepower, 900 watt, 24-inch 
aviation type beacon revolving automatically six times 
a minute, is to be installed by the Broadmoor Hotel 
Co. on the top of its summit house on the Broadmoor- 
Cheyenne Mountain Highway, Colorado Springs, Colo. 
The summit house is at an elevation of 9000 feet. The° 
beacon is being supplied by the General Electric Co. 





H. B. Pierce has been named manager of the Berlin 
office of the International General Electric Co., suc- 
ceeding L. A. Trone. Mr. Pierce has been in charge 
of sales in China and Japan and more recently en- 
gaged in special work for the company on Russian 
and Far Eastern matters. 





The De Jur Products Company, New York City, 
manufacturers of radio products, have been admitted 
to membership in the Radio Manufacturers Association. 
Ralph De Jur represented the company at the recent 
convention at Atlantic City. 





A new company under the name of the Lindley- 
Dunning Manufacturing Co., 5120 Wakefield Street, 
Germantown, Pa., will manufacture pumps and equip- 
ment for electric refrigeration. Elmer D. Dunning, 
formerly of the Dunning Compressor Co., is one of the 
organizers. 
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The Dayton Fan & Motor Company, Dayton, Ohio, 
have purchased the plant of the Recording and Comput- 
ing Machine Company on Miami Chapel Road and will 
take possession early in June. The property was re- 
cently appraised at $1,000,000, the purchase price has 
not been made public. Through the transaction the 
Dayton company more than trebles its floor space, it 
now has a daily production capacity of 1000 fans and 
motors and 700 radio sets. The new location has 400,- 
000 sq. ft. of factory space and 10 acres of ground. The 
business was organized in 1899 and reorganized in 1919, 
C. F. Kettering is president; W. E. Baker, vice-presi- 
dent and general manager; O. E. Marvel, vice-presi- 
dent and works manager, and Charles T. Lawson, vice- 
president and sales manager and D. A. Graham, vice- 
president and treasurer. 


—_———- —— -— -_—— 


The Kurz-Kasch Company, Dayton, Ohio, manutac- 
turers of the “Aristocrat Line” of rheostats, vernier 
dials, knobs and pointers have established direct fac- 
tory representation in the following cities: 250 Park 
Ave., New York City, John B. Sanborn, District 
Manager; 608 S. Dearborn St., Chicago, Mr. J. J. Bau- 
man District Manager; 1415 S. Broadway, Dayton, Ohio, 
C. J. Terrill, District Manager. 





Sally's Selling Campaign 
(Continued from page 25) 


“Stop arguing and tell me your plans, Sally; you know 
Ben would tease you on your wedding day.” 

“Ladies with careers don’t marry these days, Dad,” 
Ben retorted. But Sally could not be diverted. 

“I think this ought to be a direct by mail campaign, 
backed up by the telephone. Pretty near every one of 
these bungalows has a porch. The people in them are 
prospects. I can get their names, and write them a 
good strong letter, first telling them how they can make 
greater use of the porch for reading, sewing or playing 
cards evenings, and so on. Cooking, too, of course. 
That ought to be in the first letter. The second can 
picture the fun it will be preparing meals electrically 
—and how much time and work this will save them. 
Then this can be followed up by a telephone call.” 

“How about the people who don’t have outlets on 
their porches?” asked Ben. 

“That doesn’t concern us—not now. We’re going to 
make lighting the porch and cooking and serving meals 
out there so attractive that other women will want to 
have the outlets in order to do likewise. And if that 
pet brother-in-law of mine and his fellow contractors 
have any sense at all, they’re going to follow up by 
advertising the small cost of installing outlets.” 

“Joe was saying something about that yesterday. 
He thinks that most people are of the opinion that in- 
stalling outlets is expensive—and he for one is going 
to advertise the fact they are not,’’ Mr. Hope related. 

“Good!” exclaimed Sally. ‘“I wish the rest of the 
contractors around here would do the same thing.” 

“I shouldn’t let that worry me. You start your 
campaign and you’ll find the contractors won’t be long 
in recognizing the field you’re opening up for them.” 
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The Best Buy On 
The Market Today! 


[‘ line with our policy of pro- 
ducing the very highest quality 
products to sell at the lowest possi- 
ble prices, we now offer for house- 
hold and all light industrial uses— 
the ‘‘Pal’’ Electric Soldering Iron 
in a distinctly new and improved 
design! 


The ‘‘Pal’’ is NGT a competitive 
article built to a price, but a high 
grade soldering iron—made elec- 


trically and mechanically right—of 


the very finest materials. You can 
offer this iron to your customers 
with the full assurance that it will 
render them 100% satisfaction. And 
best of all—you can sell it at a most 
attractive price and still make a 
liberal profit for yourself. 


“PAL” ELECTRIC 
SOLDERING IRON 


Hard floating ele- 
ment—Lavite core. 

Nichrome resistance 
wire. 

Separable attach - 
ment plug. 

Six-foot asbestos in- 
sulated heater cord. 


Ventilated shank. 
Full nickel plated. 


Unconditionally 
guaranteed on 110 
to 120 voltage, A.C. 
or D.C. 

Capacity 85 watts. 

The ‘‘Pal’’ Electric 
Soldering Iron comes 
to you packed in in- 
dividual cartons, 
counter display 
boxes of 6— and 
standard packages 
of 12, 24 and 48. 


List $1.50 
Sold to Jobbers only— 


75 cents net 
With %” or 9/16” TIP 








You can quickly cash in on this high qual- 
ity, low price, soldering iron. So get in 
touch with us TODAY! As we actually make 
(and guarantee) every product we sell— 
your orders, letters or telegrams addressed 
to our factory office will get immediate at- 
tention and shipments will be made on the 
very day we hear from you. 


THE PAL RADIO CO., Inc. 


1204 Summit Avenue, Jersey City, N. J. 





Macy s Second Modern Home Electrical Show 


(Continued from page 17) 


piano proved a strong attraction. This program was 
changed during the week by substituting an orchestra. 
The chairs and the restful music were greatly appre- 
ciated by tired shoppers who probably gave much more 
time to the show after this rest. 

As a part of the policy of attracting visitors to the 
show, special sales were announced for each day on 
some of the well known appliances. By long experience, 
the Macy merchandisers have learned that there is 
a considerable portion of the public that will not come 
to a demonstration of this sort unless they think they 
are to gain something very definite by so doing. 

It was for this public that the specials were an- 
nounced and there was a good sale each day. These 
sales, as is the Macy policy, were always so priced as to 
permit a reasonable profit. Below cost sales as bait 
are not a part of the Macy merchandising scheme. 

The attendance was entirely satisfactory. At the 
hours when the store is busiest there were as many 
visitors as could be handled and during other hours 
the members appeared to be greater than last year. 

Despite the policy of not stressing sales, the sales 
were very encouraging and exceeded the 1925 figures. 
Sales were made of practically every item shown and 
those not recording sales were the newer, more ex- 
pensive items and for these definite inquiries were 
received. The interest in the large clothes drier shown 
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in the model laundry was acute. In this, as in the case 
of electrical refrigeration, the space available figures 
as a part of the sale. 

The dish washers received much attention and sales 
were made of the combination sink and dishwasher. 
The electric lawn mower and also the furnace stoker 
attracted much interest and inquiries. 

The interest shown in the indirect home lighting dis- 
play as well as the lamp booth and the lighting in the 
model apartment rooms is convincing that many women 
are taking a very direct interest in home lighting that 
means not only better lighting but a distinct contribu- 
tion to home decoration. 





While ten years ago there were not more than 50,000 
electric washers in use throughout the United States, 
today there are about four million in use in the some 
thirteen million electrified homes. If the increase in 
the use of the electric washers continues at the same 
rate that it has for the past ten years by 1930 one- 
third of all the homes in the country equipped for elec- 
tric service will each have its electric washer. 





G. W. Mears, formerly assistant branch manager of 
the Cleveland branch of the United Motor Service, Inc., 
will represent the Jefferson Electric Manufacturing 
Co., Chicago, in the Ohio and West Virginia territory. 
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$20.000 Sales of Electric Refrigerators 


(Continued from page 15) 


bought the controlling interest in this business. He 
has not yet regretted an admirable foresight, and judg- 
ment that caused him to take this profitable line with 
its ever-increasing possibilities and popularity. 

One outside salesman and serviceman is employed 
constantly in selling and installing refrigerators, and 
Mr. Bell spends considerable of his time on the outside 
on the selling end. 

Abe Regehr, the “outside man,” is another Kansas 
boy who was afilicted with Californitis, and since com- 
ing here has become steadily worse. He is a wolf for 
work, big enough to stand it and isn’t afraid to sell 
‘em faster than he can get ’em. 

Ninety per cent of the sales are the result of outside 
work, and if these two salesmen could work forty-eight 
hours into a twenty-four hour day I believe they would 
treble the sales. 

The whole salesforce has studied Frigidaire, keeps 
posted on it, believes in it and covets one. Mr. Bell has 
one installed in his home, and the other partner, F. J. 
Grassle, although not active in the business, has re- 
cently installed one in his home. 

When Bell-Grassle obtained the agency for this spe- 
cific electric refrigerating device they carried out no 
policy of educational advertising, as that campaign had 
been covered for them by the manufacturer in their 
profuse and instructive national advertising. 

Mr. Bell told me that after he got his first refrigerator 
on the floor it was 60 days before one was sold, and that 
was sold on the outside after twenty gilt-edged pros- 
pects had been called upon and given the “album dem- 
onstration.” 

Since then the store has used all methods of advertis- 
ing. Refrigerators are kept near the front door, always 
one in operation—there is a refrigerator in one of the 
windows most of the time, and sometimes a whole 
window trim. Local ads are frequently used to time 
with national advertising, there is an electric sign in 
front of the store which has the name Frigidaire 
illuminated and one of our trucks is signed all over with 
the trade name. 

Most of the prospects are interested in the make we 
sell, some are interested in electric refrigeration and 
the latter we reform to a desire for only Frigidaire. 


About a block from the store the other day one woman 
asked another, “Where is the Bell-Grassle Hardware 
Company?” and the other lady answered, “Why, right 
down there, it’s the store that sells those Frigidaires; 
you’ll see the Frigidaire sign over the sidewalk.” Yes 
we advertise all we can afford to. 

The questions asked by the prospect who comes to 
the store and who has not been interviewed by an out- 
side salesman are about as follows in the order of their 
frequency: 

1. How much will it cost a month to run that one? 

2. What is the price of that one? 

38. How long does it take to freeze ice or ice cream? 

4. How much ice will it make a day? 

5. Do I have to make ice to keep the box? 
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For summer radio profits 


concentrate 
on Balkite 


— the summer radio line 





When the heavy selling season for most 
radio lines has passed its peak, the heavy 
Balkite selling season has just begun. It con- 
tinues for months afterward. During the 
summer it never drops very low. Balkite is 
a year-round business. 


For this there are two reasons: First, 
Balkite Radio Power Units make radio re- 
ception easier and better, so that a radio set 
owner is always a Balkite prospect, regard- 
less of season. Second, Balkite Radio Power 
Units are backed by a steady year-round 
campaign. A full-page Balkiteadvertisement 
is now appearing once each week in one of 
the following: The Saturday Evening Post, 
Collier’s, Liberty and the Literary Digest. 


Take advantage of the long Balkite season. 
For summer profits, concentrate on live lines 
that will produce immediate summer sales. 
Concentrate on Balkite. Jobbers and dealers 
who operated on this system last summer 
made money. They found that it paid a much 
greater return than where they scattered 
their efforts on many items. Follow their 
experience and keep your summer radio 
business profitable. | 


Balkite 
Radio Power Units 


Manufactured by 
FANSTEEL PRODUCTS CO., Inc., North Chicago, Ill. 


BALKITE “8° 2 





* BALKITE TRICKLE CHARGER - BALKITE*B™ - 


Gs 


e. BALKITE BATTERY CHARGER 





49 








Perspiring customer—‘Gimme a Day- 
Kan Fan*’’—he knows it keeps him cooler 
with extra air delivery—if he doesn’t 
you can prove it. 


Hot Days This Summer 


No siree! A Fan’s no luxury—it’s a 
necessity. Talk reliability—the non-stop 
run when you need it most—these fans 
deliver it. 

Hot Days This S 

Economical? You bet! They save 
current like they save tempers. Day 
Fans make a little juice go a long way 
to comfort. 


Hot Days for Many 
Summers 


Dollar a year figured over its life? 
Cheap at the price? If he buys a Day- 
Fan Fan now he will still be comfortable 
in 1936. 


Hot Days This Summer 


Sell Day-Fan Fans! 
They keep everything cool 
cash register. 
*Formerly Dayton Fan. 


but the 


The Dayton Fan and Motor Company 


Dayton Ohio 


Day-Fan Motors Day-Fan Radios 


(FoRMBRLY DAYTON MorTors) 

Day-Fan Motors 
are well built, 
reliable and 
powerful. Many 
well known man- 
ufacturers trust 
their reputations 
to Day-Fan 
Motors by using 
them on their 
washing machines, 
pumping systems, 


Our 37 years’ 
exper ience 
m a nufactur- 
ing high 
grade electri- 
cal apparatus 
served us 80 
well that the 
Day-Fan Radio has become known from 





Day-Fan Radios 





(Permerly Daston erators andvother coast to coast as a “musical instru- 
Motors) appliances. ment.”’ 


For More Than 37 Years Manufacturers of High Crade Electrical Apparatus 
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6. How long will the Frigidaire last? 

7. How often do you have to put in a new supply of 
gas? 

8. What do I have to do to keep it running? 

9. Suppose I want to go away for several weeks, can 


I shut it off and turn it on again myself, or do 
you have to send one of your men to do it? 

10. Will you allow me anything on my old ice box? 

The salesman, of course, tries to guide the questions, 
but the above list is of voluntary ones, unguided. The 
true answer of any or all of them is simple and ad- 
vantageous toward a sale. 

If, Mr. Editor, and if, Mr. Merchant, you are not the 
proud possessor of an electric refrigerator in your own 
home, and as merchandise in your own store, why? 

That’s the way the Bell-Grassle Hardware Co. of Red- 
lands, Cal., feels about one kind of electrical goods that 
it carries as a part of its sixty to seventy thousand 
stock of general hardware. 





Mr. Bell was in this party of Spanish dons who went 
to Dayton to take a course in electrical refrigeration 





What the Radio Convention Means 
to the Industry 
(Continued from page 19) 


tifically distribute and sell any kind of goods to the 
buying public is as great a task as the making of the 
merchandise. And good selling today is a science 
without any hokum of blokum about it. Every repre- 
sentative manufacturer at the convention was willing 
to admit it—and we spent our days at the conference 
asking them how they were going to help in this great 
work of getting goods into hands of satisfied customers. 

Without an exception, they are all studying this sub- 
ject in their individual organization and through 
specially appointed committees of the associations 
which were in session. If you get inquiries or ques- 
tionnaires from any of them, give them answers to the 
best of your ability because it is purely in your interest 
that this kind of investigation work will be carried on. 

And so, after five years of practical suggestions and 
direct contact work on this great subject of merchan- 
dising radio, we want no better justification of our place 
in the industry than to see every leading factor in the 
radio business acknowledge our leadership in merchan- 
dising methods by the force with which the subject 
struck the convention and the resultant benefits which 
you retailers may expect in the way of helpful service 
when the “ball gets rolling’—and it will from now on. 
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Lamp Selling Contest 


(Continued from page 35) 


STAR 4 


We advertised Mazda lamps in the month’s calendar 
of the St. Francis Xavier Church, a full page insertion. 
The Monday following the appearance of the first ad 
we sold enough lamps to pay the $6 charge. 

We distributed 3000 circulars (circular was sub- 
mitted) with the Mazda lamp suggestion in the center 
position. 

We arranged to pay the Ladies’ Aid Society of the 
Paseo Methodist Episcopal Church in our neighborhood 
a commission on all lamps they sold. As a prelude to 
this the writer attended one of their meetings and 
talked for twenty minutes to over fifty ladies on the 
new lamps. We took a demonstrator along and went 
into details of construction and advantages. The ladies 
put on a telephone campaign among their neighbors and 
friends and kept us busy delivering lamps all over this 
part of town. They announced the sale of lamps by this 
store from their pulpit on several Sundays and had a 
notice in their Sunday bulletin which also carried the 
slogan “How are you fixed for lamps?” 

On one Saturday we hired two school boys to go from 
house to house soliciting lamp business for this store. 

We used a rubber stamp “How are you fixed for 
lamps?” on all invoices, letters and the back of en- 
velopes. 

We also inclosed a blotter with all invoices and letters 
and wrapped up blotters and price lists of lamps and 
circulars with all packages. 

We left a quantity of blotters on the desk of the local 
bank. 

We listed “Mazda Lamps” on our stationery. 

My clerk and I attended both of the playlets put on 
here, “Stepping It Up” and “Inside Stuff.” The latter 
playlet helped us a lot in being able to demonstrate the 
new lamps and gave us some valuable hints which we 
are applying to other lines of merchandise. 

We secured two “E” contracts, the Troostwood 
Garage and the Bonita apartments. In the apartment 
we put on a demonstration of the new lights and caused 
the owner to change from five 25-watt amber lamps to 
five of the 15-watt new inside frosted type. He will 
make this change in forty more apartments as soon as 
they are redecorated this spring. 

We changed four old Brasco light fixtures using one 
300-watt lamp each into five light fixtures using five 100 
watt lamps of the new type in a drug store. In doing 
this we cut holes in the steel pan and put in sign re- 
ceptacles making a much more attractive fixture and 
making store uniformly bright and shadowless. Inci- 
dentally increased our lamp sales. 


SALES RECORD 


Net sales of National Mazda lamps for: 


December, 1925............. $30.96 
CC oc ct cc ccen ees 19.48 
NS Is sc we te desae 98.83 

140.72 


Mss bees ccccevens 


Our net sales of ‘new inside frosted lamps only for 
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You will like our plan to 
help you build a bigger lamp 
business. It enables you to 
show quality lamps in wide 
| variety without carrying a 

big inventory. Write for a 
) copy of our catalog. It will 


4 bring you full particulars. 

) | No. 8161. Crystal Base, 
Mw} §=Colonial Table Lamp with 
beaded Buckram shade hand 
painted in three appropriate 
designs. This lamp reflects 
tlre Colonial Period which is 
so much in favor now. 


A sample at $9.00 net; in 
lots of 6 at $7.50 each. 
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WRITE TODAY. 
~~, Aladdin Mfg. Co. 


601 East 18th St. 


Muncie, Ind. 
ALADDIN’ 
-3_ LAMPS = 


“Will Light Over a Million Homes 
Tonight” 





























REWARD! 


Simple sales points sell women, policemen, workmen; 
all buy for treatment of tired muscles, rheumatism, 
colds, facial or body treatments. Liberal profits are 
the reward with Super Marvel outfits. We make a 
splendid laboratory built line. Super Marvel No. 3, 
packed in a silk-lined carrying case, with three 
electrodes, to retail at $12.50, is our leader. Good 
profit margin for you. The public responds to 
simple sales talk any clerk can use. Order a small 
initial stock. Ask about profits other leading stores 
are making. Our line is well known and widely 
sold by electrical trade. Catalogue sent. 









Super Marvel 
Retail Price 


$12.50 


Eastern Laboratories. Inc. 
223 East 38th St., New York 
































Suggest a Saving 


and please your customer 


Your customers appreciate suggestions 
that will save them money. Show them 
the Anylite Regulator. Explain how it 
saves current by simply pulling on the 
chains — used extensively in bedrooms, 
bathrooms, nurseries, and hallways. 








Keep in mind the complete 
Anylite Line: Anylite Regu- 
lators, Plural Plugs, Wall 
Outlet Plugs, Portable 
Switches, and King Cole 
Aerial and Magnet Wire. 















Write for Prices 
and Particulars 


ANYLITE 
Electric Co. 
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February, 1926, were $39.08; for March, 1926, were 
$88.92. 
We handle the Shelby brand of National Mazda lamps. 
The complete list of prize winners follows: 


1.*Dawson Hardware Company, Kansas City, Mo. 
2.*J. R. Bush, Sacket Harbor, N. Y 
3. Budds Electric Store, Adrian, Mich. 
4.*Sell & Sons, Pittsburg, Kan. 
5. S & W Electric Shop, Allentown, Pa. 
6. St. Johns Electric Shop, St. Johns, Mich. 
7. Lake Electric Shop, Minneapolis, Minn. 
8. Southern Public Utilities Company, Anderson, S. C. 
9.*James Hamil Co., Watervliet, N. Y. 
10. Moline Electric Co., Moline, III. 
11. Linville Electric Company, Martinsville, Ind. 
12. Louis D. Rubin Electrical Co., Charleston, S. C. 
13. Berkshire Electric Supply Company, Hudson, N. Y. 
14. Smith Electric Company, Bloomington, Ind. 
15.*Maxwell Hardware Company, Oakland, Cal. 
16. Public Service Company of Colorado, Denver, Colo. 
17. Simons Electric Company, Chicago, III. 
18. Anderson-Goss Electric Company, Duluth, Minn. 
19. C. W. Turner, Faribault, Minn. 
20. Findley Electric Company, Inc., Minneapolis, Minn. 
21.*Heywood Long, Martins Ferry, Ohio. 
22. Auto Electric Supply Company, Kedwood Falls, Minn. 
23.*A. V. Nelson & Co., Claude, Tex. 
24. J. A. Newton Electric Company, Glendale, Cal. 
25. J. B. Coon Electric Shop, Hancock, Mich. 
26. Grossman Electric Company, Wilmington, Del. 
27. Henry V. Opitz, Long Island City, N. Y 
28. Peoples Electric Company, Webster City, Iowa. 
29. Pearsol Electric Company, Cleveland, Ohio. 
30..Thos. J. Thompson, Inc., Oakland, Cal. 


Honorable Mention 


*Daugherty Hardware-Company, Duluth, Minn. 
+J. W. Wickens, Rensselaer, N. Y. 
The Electric Contracting Company, Laurel, Miss. 
*Hawes Hardware Company, San Francisco, Cal. 
Warren Oliver, Spokane, Wash. 
Gus’ Electric Shop, Kingman, Ariz. 
Battery and Starter Co., Irvington, N. J. 
Marrs-Tanner Electric Company, Danville, IIl. 
M. C. Graven Electric Supply Company, Elwood, Ind. 
J. C. Lerch, Coatesville, Pa. 
B. B. Electric, Oakland, Cal. 
tBeckley-Ralston Company, Chicago, III. 





*Hardware merchants. 
+Confectioner. 
tAutomotive equipment. 





During the last three years New York State has 
doubled its electrical generating capacity and has in- 
creased its consumption of electric power by one-third. 
No less than 76 reductions in rates effecting savings 
of about $3,000,000 a year to customers have been 
made since 1922, largely due to this increase in pro- 
duction and distribution. 








SILVRAY 
will help your sales 


Beautiful fixtures and lamps, really decorative 
furniture—Silvray means that. 

Besides, Silvray is a new quality of light, soft, 
diffused, easy on the eyes “where good light is 
needed.” Sell Silvray all the year round. Talk 
decoration? Talk price? Yes, to both. But talk 
Silvray’s special plus—service, use, value. 
Silvray, the ideal light, will help your display of 
— or any other furnishings—a double aid to 
sales. 


New York Show Rooms 
225 Fifth Avenue 


Baltimore Show Rooms 


1511 Guildford Avenue 
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200 Per Cent Gain Interests Merchants 
(Continued from page 26) 


view, aS convenient to all shoppers as scientific plan- 
ning can place them. 

Mr. Walmer has adopted the psychology of the odd 
price, 98 cents, $1.49, etc. He has discovered that 
while making change, the customer has a minute or 
two to wait. That minute or two is a net gain to the 
store, he contends, inasmuch as the customer will put 
in the time looking around. Frequently, customers have 
selected something else by the time the odd cents are 
ready. 

He is sold on the idea and is quite ready to knock 
off the odd cent or cents and invest them in the time of 
customers. He has not made a check on additional sales 
made while customers are waiting, but he is convinced 
that the check when made will amply justify the psy- 
chology. 

He originally put two wrapping counters in the rear 
of the long room. Some one said it took too much 
customer time to walk back every time. He said, “All 
right, I will put a desk up front.” After thirty days, 
he reports that it has not been used one time, indicating 
that shoppers enjoy sauntering back in order to see 
and enjoy the displays on right and left. 

He cites another justification of the new display, 
which he insists is not actually new in that hardware 
stores formerly displayed large assortments of house- 
hold and small hardware items, even in the days before 
electricity had come to the forefront. But, through 
negligence or failure to properly appraise display, they 
lost it, and a certain type of store that has lately come 
into prominence capitalized the old idea and made it 
pile up dividends. 

The change he and others over the United States 
are making is bringing back into good hardware prac- 
tice the idea that was lost. 

An officer of the particular type of chain store has 
been in Mr. Walmer’s office recently to demur on this 
new trend by live hardware men, averring at the same 
time that their sales will certainly fall off if all hard- 
ware and electrical goods stores adopt the idea. Mr. 
Walmer says: 


“More power to both ELECTRICAL GOODS and Hard- 


ware Age in passing the good word along to their 
readers.” He looks for great unanimity of action in 
improving merchandising methods. 





H. M. Byllesby & Co. has announced the purchase 
of the United Power Company and the Chandler Elec- 
tric Company from Robert K. Johnson at Oklahoma City 
for inclusion in the Oklahoma Gas and Electric Com- 
pany system. The former serves communities in 
Alfalfa, Grant and Fairfield Counties, Okla., while the 
latter supplies an oil district in Lincoln County. The 
two new acquisitions serve a total of fourteen com- 
munities. 





The International Utilities Corporation announced 
the acquisition of the light and power plant previously 
owned and operated by the Town of Vegreville, seventy 
miles east of Edmonton, Canada. Residents of Vegre- 
ville voted to discontinue public ownership of the plant 
and to sell it to the corporation. 
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‘They Keep a-Running’’ 





4, Horse Power Century Split-phase 


- Induction Motor ™~" 


Dampness 
Does Not Affect Them 


The windings of Century Split-phase Induction 
Motors are not only well insulated from the field 
core but are thoroughly saturated with insulating 
compound and as a result successfully resist the 
moisture that is’ usually found around washing ma- 
chines, dishwashers, churns and similar equipment. 
For the same reason they are also suitable for opera- 
tion in humid tropical climates. 


Other features of these motors are enumerated be- 
low :— 


(1) The armature, cut out and other steel parts usually 
affected by rust, are treated with the ‘“Parkerizing” 
rust-preventive process. 


(2) The cut out and governor mechanism is very sub- 
stantial, simple and positive in action—reliability 
proved in many thousands of installations. 


(3) The bearings are built to withstand severe service; 
they are made from the highest grade phosphor bronze. 


(4) They are equipped with the Century WOOL-YARN 
System of, Lubrication, which insures at last one 
year’s 24-hour-per-day operation without reoiling. 


(5) They can be installed for side wall or vertical opera- 
tion by simply adjusting the end brackets—no wiring 
connections need be disturbed. 


Built in 4%, 1/6 and % horse power sizes. Tempera- 
ture rise not more than 40° Centigrade. 


Form 572, giving complete information on Century 
Split-phase Motors, will be sent on request. 


CENTURY ELECTRIC COMPANY 
1806 Pine St. St. Louis, Mo. 


29 Stock Points in the United States and More Than 
50 Outside Thereof 

















yy, 1/6 & 4% H.P 


Y%, 1/6 & Y% HP. 
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The New Big 8-inch Fan for $6.50 


The Biggest 
Fan Sensation 
in Years 


HIS new big eight-inch Star- 
Rite fan will be advertised 
throughout the fan selling season in 


The Saturday Evening Post 
Liberty Magazine 
Good Housekeeping 


and other publications with a com- 
bined circulation of 4,925,000. 


All the manufacturing knowledge of 
the Fitzgerald Manufacturing Com- 
pany has gone into the. making of 
this newest member of the celebrated 
Star-Rite family of Electrical Ne- 
cessities. 


It stands over 11 inches in height 
and is probably the most scien- 
tifically planned and constructed fan 
ever offered to the trade at any price. 
And at $6.50, it will doubtless be the 
fan leader this season. It has as fine 
workmanship and quality as you can 
find in any fan made. The blades 
are individually mounted and the 
gauge and pitch are accurate to the 
1/1000 of an inch. Each blade is 
accurately balanced against every 
other blade—-the slightest variation 
meaning rejection—following out 
the rigid manufacturing tradition of 
the Fitzgerald Manufacturing Com- 


pany. 








The 10-inch straight fan 
is still the biggest seller 
of its type and has been 
for five years. All 


over 
sparkling nickel finish. 


Three speed control, felt 
padded base, 


cord and 
ping. Price $10.00, in “ee 


yo TA R 


The Fitzgerald Manufacturing Company 


Torrington, Conn. 
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| THE NEW | 
| BIG 8-INCH | 
| FAN FOR | 
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Finished in the well known 
Star-Rite sparkling all over 
nickel, complete with cord and plug at $6.50 
In Canada $7.95 








For your customers who 
want the very best, tell 
them about the 10-inch 
Oscillating Fan. Specially 
cut oscillating gears. 
Constant sweep without 


Canadian Fitzgerald Company, 95 King St. East, Toronto, Ont. vibration. Three speeds. 


Only Star-Rite offers these 

features p- this price 

range. over spark- 

ling me. . ‘oa Price 

vm $13.50, in Canada 
816.75. 





Canada, $12.25 
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SIMPLEX ELECTRIC IRON 


—_ pped with Cord-Set with Unbreak- 
a 


e Plug —a selling point you can , 
profit by. National advertising reach- Saturday Evening Post 


ing millions will help you get your 
share of profitable Simplex Iron Sales. 


THE IRON THAT SELLS! 
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that are guaranteed. 





$4.50 List Simplex value. 





SIMPLEX ELECTRIC CORD-SET 
Equipped with all-steel, unbreakable 

plug and 6 feet of heater cord. Stand- 85 SIDNEY STREET 
ard equipment on all Simplex Irons. 
Sold separately for replacements. 


iron sales soar. 


$1.50 List 


Ole ren aol a 


a Simplex Electric Range — quick, clean, 


iRON 


eo. 2 


 grere eae when you consider the Simplex, that 
it is the ov/y iron on the, market with an all-steel 


unbreakable plug—the only iron with plug contacts 


The public is being SOLD on these features through 
persistent advertising in full pages and in color in The 
advertising that is carrying a 
message of Simplex quality— Simplex low prices — 


Stock — Display—TALK Simplex and watch your 


SIMPLEX ELECTRIC HEATING COMPANY 
CAMBRIDGE, MASS. 


15 So. Desplaines Street, Chicago, III. 


c heaper. 








oo LLL 
Bring old sets up to date 


— get new business 














